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1. Introduction 
Today, the Sports Industry is a potential business that not only involves the game at the field. It includes 
different aspects like food & beverage, apparel, sponsorship, licensing, events, tou rism, and infrastruc-
ture (ATKearney, 2011). In North America this industry is one of the most important in terms of creating 
a positive impact to the economy, increasing surprisingly fast the GDP of the United States and Cana-
da. 
The United States and Canada are the world's biggest sports nations that provide a wide range of 
sport facilities and infrastructure and hosts yearly enigmatic events in key cities like Boston, New York, 
Los Angeles, Vancouver and Toronto. For this reason, we identified that these countries are a strategic 
move for any sports.lated company to keep growing within the Sports Industry. 
The current report aims to provide a comprehensive research about the Sports Industry in North Ameri-
ca, describing and analyzing possible investment opportunities in these countries for the upcoming 
years. 
The document is structured to explain an I) Overview of The Sports Industry in the United States and 
Canada, including the main sports leagues, secondary sports , sport facilities and new technology and 
trends. Then, we will discuss about the II) Main Leagues in North America considering its main teams, 
athletes, events, and highlight sport cases. Finally, we will describe the Ill) Sports Media Industry in 
North America, explaining about the Print, TV, Radio, Online channels and current media trends. 
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II. Overview of the Industry US & Canada 
2.1 Importance of the industry in the US and Canada 
North America (US & Canada) is one of the biggest regions worldwide where the Sports Industry plays a 
key role for the sociolconomic development and benefits the society with job creations, brand recog-
nition, promotion of volunteerism and development of better sports facilities. Canada is constantly 
ranked as one of the top three sport hosting nations (Canadian Sports Tourism Alliance, 2017) and the 
US is well known for its famous athletes, sport events and sport infrastructure. 
In the US, this sector scored number 14th within the industries that affect positively the creation of new 
jobs. According to the Economic Modeling Specialists Intl. (2013), the sports industry in America pro-
duced 456,000 jobs (average salary $39,000) which inc ludes mainly sport coaches, agents and ath-
letes. It doesn't take into consideration other stakeholders like vendors, front office personnel of sport 
venues, ticketing, media etc. To provide an example, according to the Boston Athletic Association 
(2017), the Boston Marathon 2017 and surrounding Marathons events like the John Hancock Sports & 
Fitness Expo and the Boston Athletic Association 5k brought an estimated of $192. 2 million in spend-
ing impact only to the Greater Boston city. 
In the other hand, in Canada the sports industry equaled by 2010 $4.5 billion contributing 0.3% to Can-
·obs 3loo s. 
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Besides, the Canadian government supports constantly the practice of sports within the Canadian pop-
ulation and has hosted main sports events. As an example, the FIFA Women's World Cup Canada 
2015 influenced the tourism industry by $6.5 billion in spending according to the Travel Survey of Resi-
dents of Canada (TSRC) and the International Travel Survey (ITS) which represents 13% in visitor ex-
penditures comparing with 2014, being the largest participants' domestic market and from the US. 
The following graphic shows overall the key industrial economic sectors that ThinkTwice believes that 
the Sports Industry affects to both countries: 
Graphic 1. Stakeholders of the Sports Indus try North Ame rica 
Source . Se/fmade 
1. Transportation & Infrastructure: Being an essential component of the customer experience, the 
Sports Industry has forced North America government to think about parking plans, public 
transportat ion, security transportation, convenience, venue operations and locations, traffic 
management, being one of the most important regions with a developed sports infrastructure. 
2. Finance: It impacts positively the GDP generated from sport events, creation of jobs and facilities, 
sport clubs and companies. In Canada there is a bigger public budget to support the industry 
while in the US there are many public and private facilities and the support of the government 
would depend on the state. 
3. Commerce: Sports Biggest retail compan ies are based in North America which encourages the 
development of elommerce and external/ internal commerce of sport products. It also impacts 
the manufacture industry. Most of North America Sports organizat ions elaborate their products 
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in cheaper countries like India, Bangladesh, Indonesia, Sir Lanka, however the knowlow is de-
veloped in key cities like San Francisco, Seattle, Boston, NY, LA, Vancouver and Toronto. 
4. NGOS: Since Sports is a recreational activity that encourages social organizations to contribute 
to this industry. Main North American athletes and companies invest in NGOS to contr ibute to 
the sociolconomic development of undeveloped countries. For example, Nike Foundation 
which motivates kids to play sports and Specialized Foundat ion that through cycling encour-
ages a positive impact for children to achieve academic, health and social recreation. 
5. Textile: The development from some of the main athletic & sport apparel come from North Ameri-
ca. Nike, Under Urmour, Keen, North Face, Columbia , REI, Reebok. This put together innova-
tion hubs reinforcing that other nonlmerican brands invest in the creation of global American 
offices to have a better management for the market. 
6. Hospitality & Tourism: Main North American Sport events influences to the movement of people 
from one place to another . Hotel bookings, tourism packages, restaurants, local entertainment 
events like the Boston Marathon, NYC Marathon, FIFA Women World Cup, the Stanley Cup 
Canada. Thus, the use of sport venues facilitates singers, actors , acrobats (artists) to perform in 
a global market. 
7. Telecommunications: It generates a big amount of revenue through broadcasting , TV rights, me-
dia, sponsorship. North America is one of the biggest region in the world where the impact on 
digital technology has changed the consumer behavior, allowing people to be more connected 
through internet and providing them the option to choose the telecommunication channel to 
watch their favorites sports. 
Moreover , according with the latest Sports North American Report of PWc (2015) the main fou r seg-
ments from where this industry generates profit are Gate Revenues, Media Rights, Sponsorship and 
Merchandising. 
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/ 
Graphic 2. Main Revenue Segments of the Sports Industry North America 
Source: Selfmade based on PWc. (2016) 
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PWc (2015) Sports Report explains that gate revenues is understood by primary ticket sales for live 
sport events. Media Rights are those fees paid to show sporting events on broadcasting and cable tel-
evision networks, tv stations, radio, mobile and internet in general. Sponsorship, are those fees paid to 
have a brand associated with a team, league, and event, including category rights; and Merchandising 
is referred to the sale of licensed sports products with team/league/sport brand logos. 
The following graphic shows an idea of the positive revenue impact about these four segments in North 
America. The market seems to keep growing and the impact from digital technology and media is a key 
factor for this industry. 
Nor·th American sports market: $75B by 2020 
Spt11l"-ill"-l11p 
$16.38 
Gah· lt'\t·1H1t"\ 
$18 .7 8 
~fc:dL.a ri~hts 
$18.28 
Sp11rt'-'ir,h1p 
S18 .7 8 
G,th· 1t·\·t·llut·, 
S20 .8U 
'.\kd1a n~hts 
$21.28 
Graphic 3. North America Spo rts Market Expec ted Re venue 
Source: PWc. (2016) 
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Heitner (2015), writer from the US Forbes Magazine mentions that the sports market in North America 
was worth $60.5 million in 2014 and it expects to reach $73.5 billion by 2019. This fast increase of $13 
billion is predicted due to the impact of media rights revenue. Definitely, the consumer behavior has 
changed surprisingly being more active with the use of streaming media, which provides the possibility 
to buy only specific sports content. 
Based on these concepts, Think Twice feels that the importance of the Sports Industry in North Ameri-
ca would change faster due to technology and globalization. This is an outcome of immigration due to 
political and socioeconomic situations. In Canada, it is easier for eastern and south Asian countries like 
India, Lebanon, Bangladesh to establish due to visa authorization and benefits but in the US, after the 
latest president elections, it is harder for new immigrants to stay. Besides, the intellectual power and 
the presence of known universities in the country is bringing capable human assets to work and stay 
longer, changing the human behavior for the sports industry. ThinkTwice suggest to keep an eye on 
three main points: the development and increase of elports, the European and Asian immigration due 
to professional opportunities and the use of internet of the upcoming generations who is constantly 
looking to be connected and belong to a community. 
2.2 Main Sports and Leagues in North America 
In the US, sports is an essential part of people's life and lifestyle from primary school. It is also a way to 
go to college and highly ranked universities through scholarships. The American educat ion system is 
highly expensive and not everyone is able to afford it, but belonging to a sports team or being an ath-
lete you might have better chances to be taken from known clubs or sport teams. It involves a way of 
social trend and lifestyle and most of the American cities have an opponent sports infrastructure de-
pending on the state. 
Accord ing to Ranker (2017), the main North American sports are American Footba ll, Basketba ll, Base-
ball, Ice Hockey and Soccer, and the most predominant sports leagues are National Football League 
(NFL), Major League Baseball ( MLB), National Basketball Association (NBA) and the National Hockey 
League (NHL) which brings yearly around $33 billion in revenue (Plunkett Research, 2017). 
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Table 1. North American Sports & Leagues
Main Sports 
American Football
Basketball
Ice Hockey
Baseball
Soccer 
Main Leagues 
National Football League
National Basketball Association 
National Hockey League
Major League Baseball
Major League Soccer 
Source: Self-made 
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Consequently, the Major League Soccer (MLS) is growing faster for the last four years and it is consid-
ered as one of the main sport teams in the country. However, the commissioner of the MLS, Don Gar-
ber, stated in an interview to CNNMoney Sport (2017) that there is currently a movement on soccer in 
the US. He also pointed out the expansion of the MLS and the importance of Hispanic popu lation in the 
country, which has been a driver for the soccer development. 
In the other hand, Canada is also a leading sports nation and, according to the Government of Canada 
(2017), sports is influenced by its four weather seasons and its geographic and social diversity. The Ca-
nadian Government plays an important role because it provides Canadians easy access to sport and it 
helps athletes participate and compete in different competitions under different lawlrograms. Sports in 
this country is related to health and wellleing, social networks, and it is introduced mainly t hrough the 
family. 
According to Statista (2015) and Canada Guide (2017), the main professionals sport leagues belong to 
the National Hockey League (NHL), Major League Baseball (MLB), Canadian Football League (CFL), the 
Canadian Lacrosse League (CLL) and the Canadian Soccer League (CSL), being the most relevant 
sports hockey and football. 
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2.2.1 Main teams from North American Leagues 
The following graphic shows the main leagues from North America, being the most valuable t he NFL, 
MLB, NBA and NHL. 
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Graphic 4. North America Top Professiona l Sports Leagues by Revenue 
Source: Howmuch. net (2017) 
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Ozanian (2014), writer from Forbes American Magazine, pointed out that the NFL is the most valuable 
league from which the most important teams are Dallas Cowboys , New England the Patriots , New York 
Giants, Washington Redskin, San Francisco 49ers, Los Angeles Rams, Chicago Bears, Houston Tex-
as, New York jets, and Philadelphia Eagles. 
,1 Dallas Cowboy s 
16 Los Angeles Rams 
#2 New England Patriots # 3 New York Gi.mts U Wuhington Redskins 
,1 Chicago Bears ,a Housto n Texans •9 New York Jets 
Graphic 5 NFL main teams 
Source: Forbes (20 1 7). 
,s Siln Francisco ,9crs 
,10 Philade lphia Eagles 
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Then, the MLB which involves Canada and the US, is made up of Los Angeles Dodgers, Houston As-
tros, Boston Red Sox, New York Yankees, Tampa Bay Rays, Toronto Blue Jays and Baltim ore Orioles 
(ESPN, 2017). 
AL East 
Orioles 
B Red Sox 
M. Yankees 
Tn Rays 
-.r::, BlueJays 
NL East 
A Braves 
Marlins 
¥ Mets 
'P Phillies 
f(iJ Nationals 
AL Central AL West 
\ White Sox 4D Astros 
C Indians l Angels 
,a Tigers };.,s Athletics 
J<c Royals I Mariners 
<J5 Twins ~ Rangers 
NL Central NL West 
C Cubs A Diamondbacks 
C Reds <u Rockies 
ti. Brewers ~ Dodgers 
J? Pirates $1. Padres 
$ Cardinals i Giants 
Graph ic 6. MLB main teams 
Source: ESPN Website (2017) 
Consequently, the NBA League (USA & Canada) main teams are Warriors (Golden State ), Spu rs (San 
Antonio), Cavaliers (Cleveland), Rockets (Houston) , Celtics (Boston) , Raptors (Toronto). 
Atlantic 
('I) Celtics 
" Nets 
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@ 76ers 
_,, Raptors 
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S Kings 
Centra l Southeast 
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p Pacers ~ Magic 
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Rockets 0 T,mberwolves 
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Graphic 7. NBA ma in teams 
Sour ce: ESPN Website(20 17) 
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From the NHL some of the teams that stand out are the Bruins (Boston), Red Wings (Michigan), Cana-
diens (Montreal), Hurricans (North Carolina), Ducks (California), Blackhawks (Chicago), Flames (Alberta), 
Stars (Texas). 
Atlantic Metropolitan Pacif ic Central 
• Bruins 
@ Hurricanes Ducks Blackhawks 
Sabres ~ Blue Jackets {J, Coyotes Avalanche 
, Red Wings ., Devils C Flames 
* 
Stars 
-, Panthers Islanders ~ Oilers • WIid 
• Canadiens Rangers Kings ~ Predators Ji Senators D Flyers .. Sharks 'F Blues 
~ Lightning Penguins e Canucks @ Jets 
• Maple Leafs "' Capitals r, Golden Knights 
Graphic 8. NHL main teams 
Source: ESPN Website (201 1) 
Finally, the MLS (Major League Soccer), founded in 1993 , is still the most diverse league in North Amer-
ica (MLS, 2017) and comprises 22 teams from which 19 are from the US and 3 from Canada. It ex-
panded after the FIFA WC in 2002 and is planning to be 26 teams. Some of their teams include Atlanta 
United FC, NYC FC, Toronto FC, Colorado Rapids, LA FC, Sporting Kansas City, Vancouver White-
caps FC etc. 
To make it clearer, the following North America map shows these alllnain Professional Leagues and 
their locations. 
Graphic 9. North America Main Sports Leagues 
Source : Sports on Earth (20 16). 
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As we can appreciate in the map, the most concentrate area where the Leagues are based are not lo-
cated in the center of the US neither in Canada. They are established in the most visited and developed 
cities. ThinkTwice believes that there is an opportunity to expand the practice of sports and develop 
better sport infrastructure as well as sport access in the center of the US. As well as in more Canadian 
cities where the development of new sports like cricket brought from immigrants is arising. Canada, 
due to its important national parks and lakes, has a huge opportunity to reinforce the Outdoor Industry, 
making people move on the weekends. 
2.3 Secondary Sports 
Besides the main North American Sports are the big leagues, citizens also practice other activities as 
recreation or profession. According to The Richest US Magazine (2015), in the US as secondary sports 
we find Boxing, Golf, Track & Field and Tennis. On the other hand, in Canada the majority also practice 
Ski, Curling, Lacrosse, Cross Country Ski, Ice Skating and Rugby (Government of Canada, 2017). 
Table 2. Secondary Sports North America
USA 
Boxin g
Golf
Track & Field 
sTenni 
Lacros se
nada
owboard 
Ca 
Ski/Sn 
C 
La 
Cross 
Ice 
urling
crosse
Country
Skating
Source: Self made based on The Richest (2015) & Government of Canada (2017) 
In the US, sports is essential for social bonding creation and act ive habits. Besides, there isn't a sports 
government department like in Canada or China. Usually, large public universities in America spend 
public money in sports but there are also private organizations that receives founding for their sports 
clubs and athletes. It is important to mention that in 1956 was founded the President Council on Youth 
Fitness to encourage Americans to move and it continues up to date. Every city in the US has whether 
a sport public venues and sport private organizations plus sport facilities from schools, colleges and 
universities which have their own sport clubs and commun ities. Everyone is free to join and depending 
on the club you might pay a fee or not. 
In Canada, the government supports sports at a national level providing financ ial assistance to high per-
formance athletes and helping Canadian organizations to host sport events and national and interna-
tional level (Government of Canada, 20 17). This is regulated by three main programs: the Athlete Assis-
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tance Program (APP), The Hosting Program and the Sport Support Program (SSP). The Canadian 
Government is the main investor in Canada's sports system and it provides funding to promote sport 
participation within the population. 
The upcoming chart shows a summary statistics from the NAICS that identified other sports market 
trend. In terms of number of establishments and employees, the Fitness and Recreation Center sub-
industry is the largest of these, with over 25,000 firms employing over 445,000 people. 
lllliJ..ll.s. 
" P~ttici2ating; In ... ~ !!!.®! 
Hiking 75 .0" 14.4% 519 Socw 18.2" 
Campin1 (Vac:atton/Ovemight l 71..8" 13.8" 520 Cano~nc 18.0,, 
he< t lse Walk.In& 66.7" 36.6" 182 Softball 17.9" 
ExerCISlfll with Equipment 50.8" 19,3" 263 FootbaJt(Touch) ~ 17 . .S" 
Swfmmin& 50.8" 15.9" 319 ~ootbaU (Tackle) 16.7" 
Bicycle Ridina 48.9'K 12.4% 395 Mountain 8iti n1 (Off Ro.Id) 16.4" 
Flstllng (Fresh WalHJ 46.7" 10.1" 461 Volley~ I 15.Sl< 
8owtln& 4B " 12. l " 376 Ant>«YIT•<xetl 13.8" 
ftunnina/Jogginc 43_9,. 15.3% 287 Footb.il (FlagJ 13.7" 
A.trobk E.:ercl$.ln& 37.7" 15,5" 243 Hunting w/Bow & Arrow 12,3" 
Billiards/Pool 37.6" 7A'K 510 lce/figureS katmc ~ 11.1" 
Weilht11rt1na 34.6" 12.0,, 289 Sklin& (Alploe) 10.7" 
Basketball 34.3" 8.5% 403 Pamtbal Games 10.6" 
Hun1i"8 w/ Flrearms 6.1% 528 Martl~I Atts/M 'MA/Ue Kwon Do 10.6" 
Target Shoorlng (live Ammo) 7.0% 392 Snowbo~rdmg 10.3" 
Yoga 10.6% 247 Sbt~boa rdmc 10.2" 
Work Out At Club/Gym/Fhness ... 12.6" 206 ln-Hne Roler Sti:.11tlng 
• 
9.3!1 
BHeball 4.1% 614 Water su nc liiiiil 8.7" 
BoatiAI {Motor/POwHJ 4.9" 500 Ti1fget Shoouna (Alrgun) 
. 
8.0,, 
Gott 6A'K 332 Gymnu;tiu )iiiil 8.0% 
TennlS u" 447 Hcxkey(ICeJ liiiil 6.7,C, 
Kavaldna Lacross.! 
1 
6.3" 3.2" 597 
TabltTennis 3.6% 517 Boxmc 
1 
5.7% 
01t1Th fowln1 3.5" 528 Wrennng 4.9% 
Flstunc {Salt WaterJ 3.3!1 545 P~ates 4.7" 
NSI" ft Copvright 20 16 - Nationa l Sporting Goods Anoci.it1on 
•l "-TI! ~Al '>?!!ilTTtl 11, Jl,l'lNA~O( A.Tit ?I 19 
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On the other hand, Canadians are also active as demonstrated by the two thirds of the population who 
play sports weekly, driven by participation in individual sports or fitness activities. 
According to the Institute for Canadian Citizenship "Playing Together Report 2014' : The top five sports 
regularly played by new citizen respondents are: running (39 %), swimming (32 %), cycling (26 %), soc-
cer (18 %), badminton (12 %) and tennis (11 %). Plus, 54% have tried a new sport once and are open 
to trying Canada's winter sports and Kids motivate new citizens to get involved: 44 per cent of survey 
respondents have children who play organized sports, but only six per cent have children in main-
stream Canadian sports (hockey or baseball/softball). 
Think Twice believes that there will be new challenges for the new sport market in North America due to 
the new generation It would vaJY by demographics and key variables like time, motivation, confidence, 
personal achievement, healthiness, friends, internet & technology 
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2.4 Sport Events 
The US & Canada host yearly some of the world biggest sport events which are mentioned in the fol-
lowing chart. 
-
--
Table 3. Main Yearly Events North America 
USA 
Foot bal I Super Bowl
Night OpeningNFL 
Dayto na 500 NASCAR
ston Marathon Bo 
Master Golf Tournament 
own Horse RacingTriple Cr 
AmGen To ur California (Cycling) 
us Open Surfing
Open Tennis
YC Marathon 
us 
N 
Canada
The Stanley Cup (Hockey)
NBA Playoffs
Curling the Tim Hortons Brier
Velirium - Mountain Bike WC
Grand Prix Cyclistes Montreal
Bobsleigh and Skeleton WC
Ski Jumping Nordic National Champion-
ships
L'lntern ational Gymnix Montreal
lnvictus games
Wheelchair hockey Nationals
Source: Selfmade based on Renzulli, M. TripSavvy (2017) & Canadian Affair Website (20 17) 
According to PwC (2016), the US direct spending by the National Football League (NFL), businesses , 
visitors, and media on area lodging, transportation, food and beverage, entertainment, business ser-
vices, and other hospitality and tourism activities related to Super Bowl 50 was expected to total more 
than $220 million and it surpassed this estimation. 
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Super Bowl Estimate Direct Visitor Spending 
Revenue of Sup er Bow l 50 by stream In 20 16 (In m llllon U.S. dollars)• 
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As we can appreciate on the graphics, the Super Bowl 2017 surpassed the revenue expectation analy-
sis made in 2016, reflecting the importance of these type of events. This allows all stakeholders to pro-
vide a better customer experience and think about all sectors that might be involved for the develop-
ment of the event like logistics, parking, hotels, restaurants, transportation . 
2.5 Sport Facilities and infrastructure 
ThinkTwiceagrees with Howard, H.(1998) who classifies the sports business in the following points. 
Properties 
Corporations 
Venues 
Media 
Merchandising 
Agencies 
Table 4. Examples of Spolt Facilities US 
NCAA, ACC, University of North Carolina, Orange Bowl , Bill Guth-
ridge
Sprint, RCA, Compaq, Oldsmobile, FedEx, Nike
Alamo Dome, Dean Smith Center
CBS, ESPN, ABC, WCBS
Starter, Logo One, Nike
Host Communications , Tar Heel Network, IMG
Source: Ho wart, H. (1998). Explosion of the Business of Sp orts in the US. 
As we can appreciate in the chart , the sports infrastructure involves many type of facilities whether t hey 
are properties (public or private), co rporations, venues, media offices, merchandising places and sport 
agencies. 
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In the US, for example, some of the venues more representative are the Madison Square Garden In-
door Arena in NY, Wrigley Baseball Field in Chicago, Fenway Park in Boston , Dodger Stadium in Los 
Angeles, Yankee Stadium in NY, Lambeau Field Wisconsin, Augusta National Golf Club, and Notre 
Dame Stadium in Indiana. In Canada, some of the sport facilities that highlight are the BMO Outdoor 
Field in Toronto, the Air Canada Indoor Centre in Toronto, the Rogers Centre which is a multipurpose 
stadium in Toronto, the BC Place Stadium in Vancouver for their live events, the Mosaic Openl,ir Stadi-
um in Regina, the Bell Ice Centre in Montreal, the TD Place Stadium Ontario, Commonwealth Stadium 
Alberta and the RE/MAX Field in Alberta. 
Table 5. Main Sport Venues/Stadiums/Infrastructure North America 
us
Madison Square Garden Manhattan 
Wrigley Baseball Field Chicago 
Fenway Park Boston 
Dodger Stadium Los Angeles
Yankee Stadium NYC
Lambeau Field Wisconsin 
MetLife Stadium New Jersey
Augusta National Golf Club
Lambeau Field
Notre Dame Stadium Indiana
aCanad 
BMO Outdoor Field Toro 
Air Canada Indoor Centr 
Rogers Centre Toronto 
BC Place Stadium Vanco 
Mosaic Open Airt Stadiu 
Bell Ice Centre Montreal
Montreal Olympic Stadiu 
TD Place Stadium Ontar 
Commonwealth Stadium 
RE/MAX Field Alberta
nto
e Toronto 
uver
m Regina
m
io
Alberta 
Source: Selfmade 
For Sport Venues and facilities it would depend on the type of sport you practice or watch, but for both 
countries the main venues for the main sport leagues are located in the biggest and most develops cit-
ies. There is also other sport venues for other sports and fitness recreation that we could highlight. 
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Table 6. Other Practiced Sports Infrastructure North Amedca 
Sport us Canada
Ice Skating/Hockey Big Bear Arena Colorado
Skating Club Boston
Scotiabank Saddledome Alber-
ta
Canadian Tire Centre Ottawa
Gymnastics New Yorks Dynamic Gymnas- Calgary Gymnastics Centre
tics Oakville Gymnastics Club On-
All Olympia Gym. Centre LA tario
Skiing/Snowboard Breckenridge Ski Resort Colora- Whistler Blackcom British Col-
do um.
Aspen Ski Resort Colorado
Fitness Centers or Chuze Fitness Arizona
Sun Peaks Bristish Columbia
Mansfield Athletic Club Montreal
Gym chains Box Burn Boxing & Fitness, CA The Cambridge Club Toronto 
Planet Fitness Studeo 55 Vancouver
Source: Selfmade 
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The fact that the upcoming generation is changing sport attitudes and interests, the North American 
market is also paying attention to develop new niche markets like Crossfit, Bare, Pilates, Yoga and Out-
door activities. 
ThinkTwice suggests to motivate people from all ages to practice different type of sports or outdoors 
activities according to their beliefs, environment and city since not all the neighborhoods have the same 
sport facilities and not everyone have access to top schools/ universities. As an example, the construc-
tion of parks and recreational facilities might help to create communities and encourage physical move-
ment. 
In the US we appreciate a change on the health lifestyle in the main cities, finding more people exercis-
ing more and the opening of new healthy cafes and restaurants as well as nature stores. In contrast , in 
Canada the physical condition of sports and recreation facilities used to be considered low, however it 
is changing positively due to the existence of government programs to encourage the improvement on 
sports infrastructure. These studies are found as the Playing Together (2017), the Framework for Rec-
reation in Canada (2015), Connecting Canadians with Nature (2014), Canadian Sport Policy (2012), 
Curbing Childhood Obesity Framework (2012), Declaration on Prevention and Promotion 
(2010), Healthy Aging in Canada (2006) and the Pana anadian Healthy Living Strategy (2005), which 
have helped Canada to grow faster within the Sports Industry. 
  
· · THINKTWICE 27 
2.6 Technology and trends 
The Stanford School of Business launched in 2014 the GSB Sports Innovation Conference with the ob-
jective to put together students, Business & Marketing experts, Sports professionals and motivate peo-
ple to embrace innovation and entrepreneurship trough sports. According with the latest event and the 
analysis of Think Twice, we share seix trends that are shaping the future of sports in North America: 
Demographic change 
Intemet & 
MobileApps 
t 
E-games 
Demographics 
Big Data 
I I 
Graphic 12. Six Trends that are Changing the Future of Sports 
Source: Selfmade 
Due to globalization North America is a path for professional opportunities for many developing coun-
tries since they provide one of the best education in the world of business and sports. Plus the fact that 
as an immigrant or international student you are able to stay longer to apply for jobs after your studies. 
This generates the influence of other cultures and beliefs, changing the way consumers think and act. 
In that sense, Think Twice finds that the new generation is looking for convenience , socialletwor k, so-
cial.end, status, and health when they practice a sport. 
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Graphic 13. Six Trends that are Changing the Future of Spo rts 
Source: Se/fmade 
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Therefore, another key point to consider is the behavior of women and children. The Vicepreside nt of 
Lululemon, a Canadian sports brand, cites the words of the Major League Baseball (MLB) Commission-
er who says, "If you think about it, that 's women and children'. This approach focus on the role of the 
women for their children and how likely they are to involve them on sports activities according with dif-
ferent variables like culture, beliefs, safety, trend , time and difficulty. 
We find that everyone is looking to feel part of a community and that is why new citizens in North Amer-
- - -■----members. 
Virtual/Augmented Reality 
The fast grow of Internet and technology has changed the way athletes could perform, students could 
study and sport fans could watch game or practice a sport. Virtual and Augmented Reality is one of the 
latest trends in North America that has helped many researchers and companies to offer new sport ex-
periences. 
Dan Reed, head of global sports partnerships for Facebook, believes on limitless potential for VR in en-
tertainment. He points out that "99.9 % of NBA fans globally will never be able to sit courtside, and with 
VR you are able to experience it from home. Likewise, Kevin Hogan, Stanford's starting quarte rback, 
had his best three games after he started training with VR at the end of the 2014 season (Chipman, 
2015). 
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C NBA LEAGUE PASS • NEXTVR I 
Graphic 14. NBA partner ed with NextVR to bring NBA LEA GUE PASS subscribers games evety week of the 2017 - 18 
Source: NBA Website 2017 
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Now, coaches and players train better by watching and experiencing played games again and again in 
VR. This idea was developed by a startup STRIVR Labs starting with a $50 000 investment, which 
shows an example of the potential of this sector (Dickson, 2017) . Therefore, companies like Microsoft 
are trying to put together stakeholders within the Sports Industry and develop new technologies in VR/ 
AR, sensors for shoes, new rugby helmets, elames and so on. We could experience these technolo-
gies in the Wizink Innovation Center in Madrid, for example. 
However, VR/AR is breaking the rules of the sport games in North America, ThinkTwice suggests to 
keep an eye on the social experience, which is taking out when using this technology. Sports should be 
a way to share and interact with people, and using VR/AR headsets could impact negatively the behav-
ior of the consumers . We should focus on the upcoming generation, especially the children who are the 
one that are adopting new customs. We also should think on avoiding the solitary experience and try to 
connect people together. Everything in excess is not healthy. 
Big Data 
The big amount of information that companies handle is helping the creation of new services/ products 
but also to better understand the consumer behavior in different markets. In North America, the term 
Big Data is a big trend and some of the most profitable companies in the world are based in North 
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America and are implementing an efficiently management of these data like Google, Facebook, Mi-
crosoft, Nike, Apple and so on. 
NETFLIX , 
amazon 
-
$12,398 $6,228 
,IJ!J-- Alphabet @, rm 
$3,319 $2,922 $2,824 $2,793 
[i] Mylan 
■ Microsoft Walmart 
-· 
$2,374 $2,260 $2,185 $1,931 
~6Z • -
Worth Today 
• • $1,489 $1,425 $490 $1,000 
~ Invested 
O Years Ago 
Graphic 15 A Decade of Investment Returns 15 of Ame ricas Favorite Companies 
Source:. Desjardins, J. (2017). 
With this picture in mind, the handle of Big Data has helped North American Leagues to offer better 
customer experiences, for example, through Mobile Applications like CBS Sports, ESPN, NHL, NBA 
App, Nike Run App, Thuuz Sports and others that are used while/before/after watching a sports game, 
and as a daily basis depending on the approach. 
Despite of the positive impact of Big Data, some North American Sports Companies are forgetting that 
these data is confidential and should be applied wisely. They should take into considerat ion that ath-
letes are humans and besides teams pay athletes millions of dollars, they should respect their personal 
information. Likewise, the data collected from fans and sports consumers is surprisingly managed and 
some of the consumers could get disturbed. 
Moreover, this trends has supported many industries to develop better broadcasting channels, mobi le 
applications for training inside/outside the gym, measure healthy habits, count running distances, cre-
ate running/biking routes, watching games and so on. 
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Concussion Research 
Technology has make a change on the manufacture of new sports equipment to be safer when practic-
ing a sport and to the medicine field. New technologies are helping to understand what happens to the 
brain after a trauma, and a highly sensitive eyel-acking procedure could identify the brain function and 
performance of the athlete (Chipman, 2015). As an example, Americans feel the risk of brain injury tied 
to American Football, so players and coaches are implementing the latest technologies to make the 
game safer by using safer helmets like the Football Helmet developed by VIC with the support of Mi-
crosoft. Besides the safety, this equipment is heavier and players need to get used to that. 
Graphic 16. Sport Innovation Center Microsoh Madrid 
Source: Self-made at Wizink Innovation Center 
Internet Impact and Mobile Upgrades 
The use of internet and mobiles is changing the way people purchase tickets for sports events, train/ 
exercise, and watch sport games. Especially the young generation who is more connected than ever 
consider the use of Apps and broadcasting essential. Gametime United's, chief revenue officer says 
that this is a new universe of demand. He points out that, for example, in San Francisco at one Giants 
game, people usually spend more time with their mobiles sharing moments on social media than 
watching the game. Therefore, the users of running/training applicat ions and broadcasting platforms 
like Netflix in North America is surprisingly used. This goes together with the appropriate wifi/ internet 
connections, which is much better that developing country, for examples. 
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liii 
Graphic 17 Best Sport Apps North America 
Source: Howe, S. (20 17) 
Internet and mobile apps are helping people everywhere to work-out from home, going less to the gym, 
watching games and being updated from your mobile wherever you are. For example, if you go to the 
stadium you might download your sport team app and you could have the chance to upgrade your seat 
automatically, purchase food, watch again a part of the game you missed or find the shortest bathroom 
line or parking spot. 
E-games 
A big trend within the Sports Industry in North America are el ames and elamers , which were an-
nounced as Professional El,ports Athletes in 20"13 in the US. According to Riot Games eSports man-
ager Nick Allen, since the US now recognizes eSports as professional players, and they will grant visas 
to compete in the big events (Tassi, 20"13). The impact of new technology and globalization is not only 
changing the behavior of consumers and athletes , it is also changing the way we perceive sports as a 
social activity. Whether elp orts is/ isn't consider a sport itself, there is a big market in North America 
and Think Twice believes that this sector has a lot to offer, especially for the smaller clubs that are look-
ing for innovative marketing strategies. 
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Graphic 18. The Street Fighter Vfinals held at Mandalay Bay Las Vegas 2016. 
Source: Hotsuma , N. (20 16). 
Despite the revenue that a company could earn through elames, there is also a social aspect to con-
sider. ThinkTwice suggest controlling the development of elports and encouraging in parallel to those 
■amers to go outside and practice any kind of physical activity. North American countries are recog-
nized as the leaders in obesity in the world and the development of static habits would affect negatively 
on the health of the consumers in a future. 
Finally, we value the potential for those active elames whe re children can participate phys ically. Ac-
cording with an American Study by the US National Institute of Health, in 2015, a typical child in the 
United States aged sll 2 years spent 1.33 hours/day playing video games and 81 % of them had av id-
eo game console at home. In that sense, access to these types of equipment may encourage physical 
activity among children who live in unsafe neighborh oods that lack accessible outdoor alternatives, re-
placing sedentary activities like entertainmentlrient ed video games (Eysenba ch, 2016). 
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2.7 Main Sports Companies North America 
2.7.1 Sportswear & Apparel North America 
34 
North America comprises the main Sportswear leader Companies in the world of Sports which are 
located, strategically, in key cities in the US and Canada (Oregon, Boston, Maryland and Vancouver). 
ThinkTwice consider that from the US companies like Nike, Adidas, Reebok and Under Urmour are 
the most relevant. Likewise, from Canada we find that Lululemon is very strong. 
2.7.1.1 Nike (Portland, Oregon) 
Graphic 19.N!ke's Headquarters Portland, Oregon - United States 
Source: Footweamews 20 17 
Up to date, Nike is the leader in the Sportswear market, earning respectively $9,684 billion for foot-
wear, $4,886 billion for apparel and $646 million for equipment. Their investment on innovation and 
technology has taken them very far, and since they just agreed to distribute directly their products to 
the consumers through Amazon, avoiding also counterfeit, the panorama for the Sportswear & Ap-
parel will change in the near future. It will be a challenge for the other brands in onlineletailin. 
Revenue in 
North America 
(2016): 
$14 ,764 billion 
Revenue in 
North America 
(2017 july): 
$15,216 billion 
Graphic 20.Revenue made by Ntke 2016 /2 0 17 
Source: Fobes 
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2. 7.1.2 Adidas (Portland, Oregon) 
Graphic 21.Adidas Headquarters Portland, Oregon - United States 
Source: Ad idas Website 2017 
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Being the second biggest Sportswear brand in North America, Adidas reached in 2015 $2 .753 billion 
and $3.412 billion in 2016. The german company also comprises Reebok (Boston, MA) whic h is leading 
the fitness market in North America and it is positioning now with a new campa ign called "be more hu-
man". Adidas is also investing heaps on innovation & technology, but is also focusing to transmit a sus-
tainable and conscious brand about the environment, manufacturing products made by recycled mate-
rials. 
2. 7 .1.3 Under Urmour (Baltimore, Maryland) 
Graphic 22. Under Urmour Headqu arters - United States 
Source: Business Insider 2016 
Being one of the youngest Sportwear (1996) brands in the US, in 2016 Under Urmour surpassed Adid-
as in sales in the North American Market. The company is performing outstanding in terms of position-
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ing and strategy. They have implemented an efficient positioning to reach new target markets globally. 
Despite they are not strong in the European market, they are getting stronger in the biggest sports 
market, North America. 
2. 7 .1.4 Lululemon (Vancouver, Canada) 
Graphic 23.Lululemon Headquarters Vancouver, Canada 
Source: Da1lyHive 206 
Canadian Sportswear brand inspired in yoga . At the beginning, its main target was the women sector; 
however they also are manufacturing men apparel. Lululemon is getting stronger in the fitness and yo-
ga sector in North America, with a strong presence in the US. 
Total revenues 
(2015): $2.059 
billion 
Total revenues 
(2016): $2.344 
billion 
Graphic 24.Revenue made by Lu/u/emon 2016/2 017 
Source: Statista 20 17 
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2.7.2 Other Sports Retailers in North America 
One of the biggest sport retailers in the US is Dick's Sporting Goods, a sports and fitness specialty re-
tailer. The company is extremely popular in the United States, having more than 600 stores all over the 
country, and having more than 27.000 employees. In 2016, Dick's Sporting Good acquired one of his 
biggest competitors in past years, Sports Authority, which closed due to bankruptcy. In 2015, team 
USA announced that Dick's would be their official sporting goods retail sponsor for the 2016 Olympic. 
Sales 2015: $6.8 
billion Sales 2016: $7.3 
billion 
Graphic 25.Sa/es made by Dick's Sporting Goods US 2015/2016 
Source: Statista 2017 
In the other hand, another sport retailer in Canada is FGL sports (Alberta based), that ope rates under 
various corporate banners: as of July 2017 (Statista, 2017), the biggest ones are Sports Check with 
196 stores, Atmosphere with 69 stores, Sports experts with 68 stores, and lntersport with 43 stores. 
FGL sports have various partnerships, the one to mention are the Ottawa Senators , Winnipeg Jets, Cal-
gary Flames, Edmonton Oilers, Vancouver Canucks , Vancouver Whitecaps , Toronto Maple Leafs, To-
ronto Raptors, Toronto Fe, NHL, MLB, Toronto Blue Jays . 
Sales 2015: 
$2.03 billion 
(Canadian dollars) Sales 2016: $2.2 billion (Canadian 
dollars) 
Graphic 26.Sales made by FGL Sports, Canada 2015/2 016 
Source: Statista 2017 
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2.7.3 Main sport agencies in North America 
One of the biggest sport agencies in the US is Excel Sports Management , managing baseball, basket-
ball and golf players. Excel sports management negotiated contracts for superstars like Clayton Ker-
shaw, Blake Griffin and Tiger Woods. 
Contracts value 
2017: $3.39 billion Commissions 2017: 
$161.8 million 
Graphic 2 7. Contract s and com miss ions value US 2017 
Sourc e: Forb es 2017 
In the other side, the main sport agency in Canada is Newport Sports Management, a sport agency 
specialized in hockey players. PK Subban, Zach Parise, Steven Stamkos are just a few NHL stars who 
decided to rely on Newport for contract negotiation. 
Contracts value 
2017: $3.39 billion Commissions 2017: 
$161.8 million 
Graphic 28 . Contrac ts and commiss ions value by Newport Sports Management Canada 2017 
Source : Forbes 201 7 
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Ill. Main Sports Leagues North America 
In the following paragraphs, ThinkTwice presents the five most popular sports in North America and 
their respective leagues: the CFL & NFL, the NBA, the MLS, the NHL and the MLB. 
3.1 Football in the US & Canada 
Football is one of the most followed sports in North America, with both Canada and the US having a 
professional league, respectively the Canadian Football League since 1958 and the National Footba ll 
League since 1920. Both leagues have a huge impact in their respective countries: the Grey Cup (CFL) 
and the Super bowl (NFL) are the most viewed events in both Canada and the US. ThinkTwice will give 
a general overview on the main teams and the most important events in both countries, pointing out 
their respective sponsors. 
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3.1.1 Canadian Football League (CFL) 
Formed by 9 teams, 4 in the East division and 5 in the West division, competing during a regular sea-
son and then a playoff season with ultimate goal of winning the Grey cup. The league's attendance in 
2017 averaged 24.644 spectators during the regular season (CFL 2017). The average salary of a player 
in the CFL was of $80.000 in 2017.The league has a salary cup of $5 million that can eventually in-
crease to $5.2 million in 2018, and the minimum salary cup that every team needs to have is set at $4.4 
million. 
3.1.1.1 Main Teams in the CFL 
Graphic 29.Edmonton Eskimos 
The Edmonton based team, is one of the most historical teams in CFL, having won the Grey cup 14 
times. The club is owned by local shareholders, and in 2015 their revenue amounted to $24.8 million 
(Ceo Len Rhodes). The Eskimos in 20"17 had the highest average attendance in 20"17, averaging 
32.485 fans at the home games. The team plays its home games at the Commonwealth stadium, 
which has a maximum capacity of 56.000 people. 
Graphic 30. Toronto Argonauts 
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The Toronto Argonauts are the oldest team in north America, and detain the record of winning the Grey 
cup more than any other team in the CFL, winning the trophy 17 times. 
The clubs management is new, since in late 2015 the team was sold to Larry Tanenbaum and Bell 
Canada, a Canadian telecommunications company. Even thought the team is the most successful in 
Canadian football history, the club struggles with attendance at home games, averaging 13.913 fans in 
2017 at their stadium, the BMO field that has a maximum capacity of 25.000 people for football games. 
3.1.1 .2 The Grey Cup 
• 105 • 
COUPE~ 
GREv~cuP 
Shaw) ~ 
Graphic 31.Logos 
This years Grey cup overall averaged 10 million viewers, making it the most viewed since 20"13 and also 
with a 10% increase from last years events. The grey cup it's not just about the final itself, but it's al-
ways anticipated by a festival with a duration of a few days. This year presenting partner was SHAW 
communications, with a deal signed back in 2015. Other premium partners are Budweiser and Nissan, 
while the festival partners are companies like Adidas, Pepsi and Samsung. 
3.1 .2 National Football League (NFL) 
The NFL consists of 32 teams equally divided in 2 conferences, the national foot ball conference (NFC) 
and the American footbal l conference (AFC). The regular season has 16 games, followed by 3 games 
of playoffs that lead to the most waited event of the whole US, the Super bowl. In 2015 the average sal-
ary of an NFL player was of $2.1 million. The NFL in 2016 had an average attendance of 69.487 peo-
ple, conf irming once again to be the professional sports league with the highest attendance in the 
world. 
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Graphic 32. Average attendance of the NFLfrom 2008 to 2016 
Source: Statista 2016 
2016 
3.1.2.1 Main Teams in the NFL 
Rank Team c;:urrent yalue 1-Yr Value Change Oe_bt/Value Revenue Q_peratln_g Inca~ 
* 
#1 Dallas Cowboys $4.8B 1496 896 $840M $350M 
~ #2 New England Patriots $3 .7 B 996 696 $575M $247M 
ml #3 New York Giants $3.3 B 696 1596 $4nM $131M 
~rt #4 Washington Redskins $3.1 B 596 896 $482 M $145M 
e #5 San Francisco 49ers $3.05 B 296 1696 $458M $130M 
Graphic 33. Mos t valuables teams in the NFL 
Source: Forbes 201 7 
Graphic 34. Dallas Cowboys 
42 
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The Dallas Cowboys are probably the most important team in the NFL: counting 5 Super bowl wins, the 
Cowboys are the most valuable sport franchise in the world, with a total value of $4.8 billion (Forbes 
2017). The team also detains another important record, the highest average attendance in the NFL: 
92.539 fans at their home games. The stadium of the Dallas Cowboys is the AT&T stadium, a facility 
that can host up to 105.000 fans for football games. 
Main Sponsorship agreements: American Airlines, AT&T, Bacardi , Bank of America, Dr Pepper, Dunkin 
Donuts, Ford, Gatorade, Hublot, Jack Daniels, Nike, New Era, Papa Johns, Pepsi, Sony, UPS. 
Graphic 35.New England Patriots 
The second most valuable team in the NFL, are the New England Patriots, another historic franchise in 
the league: Super bowl winners 5 times, they detain the record for most Super bowl appearances in the 
NFL ( 9 times). Their value is of $3.7 billion according to Forbes in 2017. They play their home games in 
the Gillette stadium that has a maximum capacity of 70.000 people . The average home attendance is 
of 67.000 people, which means that the seats reserved for the Patriots fans are sold out for every 
game. 
Main sponsorship agreements: AnheuserlBus ch InBev, Bank of America , Bose, Dell, Draft Kings, Gil-
lette, Jet Blue, Optum, Pepsi, Verizon. 
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3.1.2.2 Main Athletes in the NFL 
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Graphic 36. Main Athletes in the NFL 
Source. Self-made 
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The Super Bowl is every year one of the most watched sporting event of the year: in 2017, 111.3 mil-
lion of people tuned in to watch the final game of the NFL season. Just in the US, there were 190.8 mil-
lion interactions on social media (Nielsen 2017). 
The event it's not just the most important game of the football season , but it's also a great opportunity 
for companies to launch their new Ads during the breaks. In the latest Super bowl in 2017, ads of the 
length of 30 seconds cost an estimated $5 million to companies. In the exhibit down below , we can 
see how the viewership of the Super bowl has been rising constantly, so the price of the ads w ill prob-
- --by YIIII 
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Graphic 37 Superbow/ viewership during the years 
Source: Statista 2017 
AVERAGE SUPER BOWL AD COSTS, 1967-2017 
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Graphic 38 Average Super Bowl Ad Costs 1967- 2017 
Source.: Business Insider 
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The Super Bowl is a great opportunity for sponsors. For example the half time show, an event almost 
as hyped as the game itself. The main sponsor of the halftime show is Pepsi, which has also been an 
NFL partner for 28 years. In 2011, the NFL and Pepsi signed a new contract extending their partner-
ship for another 10 years, but official fees were not disclosed . The Wall street Journal claims that the 
deal is worth a total of $1.3 billion, but the source of this informat ion remains unnamed. 
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The 2017 Super Bowl was broadcasted in the US by Fox, but every year there is a rotation of tv chan-
nels that broadcast the event. In 2013 the NFL agreed with the 3 NFL broadcasters NBC, CBS and 
Fox, that each of the channels will have the chance to broadcast the major event every 3 years. These 
agreements are valid until the year 2022. 
3.1.2.4 The Colin Kaepernick Case 
Figure 39. Colin Kaepemick 
Source: The New York Times 
In 2016, the quarterback of the San Francisco 49ers, Colin Kaepernick started one of the biggest pro-
tests in sports. During the national anthem, he decided to kneel down and not stand like all the players 
are used to do. The reason of his protest were the recent episode of Africanl.merican people being 
killed by police officers that led to big protest in a lot of American cities by the movement "Black lives 
matter". 
The whole protest started by Kaepernick became very popular among NFL players, with majority of the 
players following his steps. This situation divided a lot of people in the United States, with some saying 
this is freedom of speech and others saying it's a disrespectful act towards the nation and the troops 
who fought for it. With everyone having an opinion on the case (from Donald Trump to various celebri-
ties, Franchise owners, .. ), the sponsors couldn't hide away from the situation. Nike, Bose, Ford and 
Under Armour released statements of support towards the players and the protests, others like Bud-
weiser didn't take a stance on the protests. A car dealership in Denver, Phil Long dealerships, removed 
from his ads the football star Von Miller of the Denver Broncos because he was part of the protests as 
well. The dealership said that Von Miller was not fired, but the sponsorship agreement had to be re-
viewed. 
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3.2 National Basketball Association (NBA) 
The NBA is the most important basketball league in the United States and also in the world, being one 
of the most competitive and talented professional sports leagues. The league has 30 teams (29 from 
the United States and 1 from Canada) that compete during a regular season of 82 games with the goal 
to make it to the playoffs and subsequently try to reach and win the NBA Finals. It is essential to men-
tion that the NBA is the sports league with the highest average salaries in the wor ld: in the 2016-17 
season, the average salaries were of $6.2 million. In 2017, it was the third year in a row that the NBA 
broke the record of average attendance, averaging 17.884 spectators per game. 
3.2.1 Main Teams in the NBA 
Graphic 40.New York Knicks 
The New York Knicks are the most valuable team according to Forbes in 2017, worth a total of $3.3 
billion. The New York Knicks have been performing poorly for years now, making the last playoff ap-
pearance in 2013. But even with bad results, the teams is getting all the advantages of having renovat-
ed their stadium, the Madison Square Garden, with costs of $1 billion. With the creation of new seats 
and sponsoring opportunities, we can observe in the exhibit down below how the gate receipts reve-
nues of the Knicks rose in the past years. 
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Graphic 41. Gate receipts of the New York Knicks 
Source.: Statista 201 7 
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The average attendance of the New York Knicks was of 19. 77 4, which means that the stad ium was 
basically always sold out throughout the season. 
Another source of revenue for the Knicks beginning from the 2017 season will be the new sponsor-
ship agreement with SquareSpace Inc., with the logo of the company that will appear on the Knick's 
shirt as a patch. Financial terms of the agreement have not been disclosed yet. 
Graphic 42. Golden State Wamors 
According to Forbes, the Golden state warrior place themselves at 3rd position for most valuable 
team in the NBA, being worth $2.6 billion. The results of Golden state in the past years have been 
amazing: in the last 3 years, they participated to the NBA finals 3 t imes, winning it 2 times. It is no 
surprise that they are one of the top teams currently in the basketball world, especially with super-
stars like Steph Curry and Kevin Durant. The average attendance is of i 9.596, which in their stadium 
(Oracle Arena) means that every game is sold out. The Golden state warriors dom inance in the NBA 
is most likely to cont inue: in the 20'19-20 season they will play in their new privately financed stadium, 
which will increase their income even more. Plus, they already signed a sponso rship agreement with 
Chase for the naming rights of the new stadium, for a total fee of $300 million. 
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Graphic 43. Toronto Raptors Logo 
The Toronto Raptors, according to Forbes, in 2017 are worth $1.125 billion. The Toronto based team, 
in 2017 had the 3rd highest average attendance, 19.830 fans. This is also due to the fact that the team 
made his first conference finals appearance last year. The Raptors play their home games at the Air 
Canada Centre which can host up to 20.500 people. The Raptors are one of the NBA teams with the 
highest sponsor revenues: one of the latest sponsorship agreements is with Sun Life who will pay 
them a reported $5 million annually. 
3.2.2 Main Athletes in the NBA 
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Graphic 43.Main Athletes in the NBA 
Source. Self-made 
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3.2.3 The NBA finals and the "All Star Game" 
Throughout the Basketball season, the 2 most waited events of the year are the NBA finals and the All 
star game. The NBA finals are the final act of the season, consisting of maximum 7 games or the first 
team that arrives to 4 wins. The All star game instead is just a game where selected players of the 2 
conferences, reunite in 2 teams and play a friendly but spectacular game. The "All star weekend " is also 
famous because of other activities that happen, like the dunking contest. The All star game in 2017 had 
an average audience of $7 .8 million, making it the most viewed all star event since 2013 (NBA.com), 
while the NBA finals in 2017 averaged 20. 7 viewers in the United states (Statista 2017). 
Graphic 44. The Finals NBA 
Source: Basketcaffe.com 
Both of the events are perfect occasions for the sponsors for brand activation. In the 2017 NBA finals, 
the main sponsors of the leagues had various offers for the fans: 
Taco Bell was doing its typical "free taco" promotion, FanDuel was giving away Vip tic kets to the fanta-
sy playoff league winners, Gatorade made a special Snapchat filter just in occasion of the Finals; Veri-
zon was giving away NBA league passes in virtual reality in their stores. Main sponsors had also the 
chance to launch their new NBA themed spots during the break, like Gatorade, Tissot, Kia, Taco Bell. 
In the US, ABC is the broadcaster of the NBA finals, according to the deal made in 2014 valid through 
2023. In Canada the two broadcaster of the NBA finals are Sportsnet and TSN. 
3.2.4 Patch Sponsors 
The 20"17 season is a special one for the NBA: for the first time ever, the teams in the league have the 
possibility to have a sponsor on their match uniforms. The NBA has decided to give a three year trial to 
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this new idea, a new opportunity for the teams to have more sources of revenue. Up to September 
2017, there are 14 teams that already have a patch sponsorship deal. The Golden State Warriors are 
the team with the richest deal, getting $20 million a year from Rakuten. The second richest deal is 
made by the Cleveland Cavaliers, who will get more then $10 million a year by Goodyear. Other deals 
worth to mention are the Orlando Magic with Disney, Philadelphia 76ers with Stubhub, Boston Celtics 
with General Electric. 
3.3 Major League Soccer (MLS) 
Figure 45. Patch sponsors example 
Source: Basketcaffe.com 
The popularity of soccer in the North American region began especially when in 1988 FIFA decided 
that the 1994 world cup would be held in the US. The World cup was a huge success , setting a record 
breaking average attendance of 69000 people that still stands today (Fifa.com Statistics). 
After the World cup, finally a professional soccer league was also established in the US, the MLS. The 
league counts now 22 teams , 19 of them are based in the US and 3 of them in Canada. From 2006 , 
average attendance in the MLS increased by 40%: in the 2016 season, the average attendance was of 
21.692 fans at the stadiums. Average salaries of MLS players were of $309.969 in 2016. 
  
 
 
· · THINKTWICE 52 
3.3.1 Main Teams in the MLS 
Table 7. Main Teams in the MLS 
Team V•lue ( $M) R Vl!DU (!SM) 0 l'Bi ngl CD e ( $M)l 
- Gal ~ 3 Jj 6J 9 
Seattl SoUinder 295 53 6 
Toronto F 28-0 46, -9 
•e, ·t'or C'lty FC 2, - 34 -9 
,Or] doa ~·s,c 2 / 2 33 2 
Source: Forbes 
Figure 46. Los Angeles Galaxy 
The Los Angeles based team is currently the most valuable soccer club in the MLS, with its value in-
creasing 16% from the past year (2016), with a total value of $315 million (Forbes 2017). 
The team has an average attendance of 22. 2 46 in 2017, a decrease compared to the 20 16 season 
where the average attendance was of 25.667 people going to the stadium. The stadium of the Los An-
geles galaxy is the StubHub Center, with a total capacity of 27.000. 
Graphic 47.Seattle Sounders FC 
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The Seattle based team is ranked the second highest valuable team in the MLS, with a total worth of 
$295 million (Forbes 20"17). 
The Seattle Sounders has without a doubt the best fan base in the MLS: since 2009, they have the 
highest average attendance at home games (Atlanta United FC has broken this record this year, but 
since the club is at his first appearance in the Major League Soccer, it will not appear in our report). In 
20"17 they averaged 43.666 of attendance in their stadium , the Centurylink Field, which has a maxi-
mum capacity of 67.000. 
Graphic 48. Toronto FC 
The Toronto based team, one of the 3 clubs that are on Canadian soil in the MLS, is ranked thi rd with 
total value of $280 million (Forbes 20"17). Toronto Fe is currently the c lub with the highest total salaries 
in the MLS, a total of $"16.5 million. 
Toronto Fe averaged 27.647 of attendance in 20"17 in their stadium, the BMO field, which has a capaci-
ty of 30.000 for soccer matches. 
Graphic 49.New York City FC 
The New York based team is the 4th most valuable team in the MLS, currently worth $275 million 
(Forbes 2017). The team started playing in the MLS in 20"15, but since the beginning the team became 
very popular in the New York area, especially with the help of the signing of the Spanish international 
soccer star David Villa. In 20"17 they were the fifth team with the highest average attendance, 22.643 
people attending the home games. The New York City FC's stadium is in the centre of the New York 
Area, the Yankee stadium which can host up to 55.000 for soccer matches. 
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Graphic 50. Main Athletes in the MLS 
Source . Self-made 
3.3.3 MLS "All Star Game" & MLS Cup 
54 
Sport rH hl+'\lt'l'lt'fll 
Spur'<:,ur-:, 
One of the most waited games of the soccer season is the MLS All Star Game. This game is a friendly 
match between the best players of the American league and a European socce r giant (some recent 
teams were Manchester United, Chelsea, Roma, Arsenal, Bayern Munich, Tottenham). 
In 2017 the MLS All Star team squad faced the Spanish club Real Madrid, and the game was watched 
by 2.1 million people in North America (Nielsen), broadcasted by Univision and FS1 in the US, and 
broadcasted by TSN and TVA sports in Canada. This year's title sponsor was Target , replacing AT&T 
who sponsored the event for 7 consecutive years. Other sponsoring activities were Coca Cola present-
ing a concert with X Ambassadors the day before the game, and Energizer presenting a game with lo-
cal talents against the U-20 squad of the Mexican team Chivas Guadalajara. 
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Graphic 51. FAN XI 
Source: MLS Website 
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The MLS cup marks the end of the soccer season in North America, after a regular season and a 
playoff period. The 2016 MLS cup was the most viewed in the league's history, with a total of 3.5 mil-
lion viewers in North America only. The match was broadcasted in the US by Fox and Unimas, as part 
of the respectively $75 million and $15 million arranged deal back in 2014. In Canada the 2016 Mis cup 
was broadcasted by TSN and RDS. 
MLS~CUP 
Graphic 52. MLS Cup Logo 
3.4 National Hockey Leagues (NHL) 
The National Hockey League is the most important professional hockey league in the world. There is a 
total of 31 teams in the NHL, 24 located in the US and 7 located in Canada, split in 2 conferences, 
Eastern and Western which respectively contain 16 and 15 teams. The format is similar to the other 
American leagues, with a regular season that leads to the playoffs to guarantee a spot in the finals, the 
Stanley Cup. The average attendance in the NHL in 2016 was of 17.500 people. In 2016 the average 
salary of the NHL was of $2.9 million (Forbes), the 3rd highest salaries in the 5 main sport leagues in 
North America. 
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3.4.1 Main Teams in the NHL 
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Graphic 53.New York Rangers 
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According to Forbes in the 2016 season, the New York Rangers are the most valuable team in the 
NHL, worth $1.25 billion. They have the highest revenues in the league ($219 million), also because of 
the higher prices in the New York area. The have one of the most solid fan base in the league, averag-
ing 18.000 fans at the home games in 2016 in their stadium, the Madison Square Garden. 
Graphic 54. Montreal Canadiens 
The second most valuable team in 2016 were the Montreal Canadiens, with a value of $1 .12 billion. The 
Canediens haven't won a Stanley Cup since 1993, but the Canadian based team is the most historic 
franchise in the league, counting 24 Stanley Cup in their trophy room. 
Despite the poor performances of recent years, the fan base is very loyal to the club: all the home 
games since 2004 have been sold out. In 2016 the average attendance was of 21.288, the second 
highest in the NHL. The Canediens play their home games in the Bell Centre. Their revenue in 2016 
was of $202 million. 
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Graphic 55. Chicago B/ackhwaks 
The 4th most valuable team in 2016 (Forbes) were the Chicago Blackhawks , worth $925 million. The 
Chicago based team has the record for highest average attendance in the National Hockey League, 
21.751 fans at their games, a record that they detain from the 2008 season. With the team being al-
ways in top form in the recent years (Stanley Cup 2013 ,2015), the Blackhawks have one of the highest 
ticket pricings in the league, making them also one of the most profitable, with revenues of $173 mil-
lion. The Chicago Blackhawks have in the team the two NHL players with the highest salary, Jonathan 
Toews and Patrick Kane. 
3.4.2 Main Athletes in the NHL 
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Graphic 56. Main Athletes NHL 
Source: Self-made 
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3.4.3 The Stanley Cup 
Graphic 57 Stanley Cup Final Logo 
The Stanley cup is the most waited event of the Hockey season in North America, the final act of the 
regular and playoff season. The viewership of the Stanley cup however can be very unstable. In the 
graphics below (Statista), we can observe the average 1V viewership on the 1V channel NBC. 
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Graphic 58. Average viewership in 2 016 Stanley Cup final on NBC 
Source 
The total views of the Stanley cup mainly depend on the two teams that reach the final: if the teams 
have a small market and with small audiences. In 2016 we can observe how the average viewership 
was of 3.9 million, numbers that compared to the previous years are very low . In the 2016 Stanley cup 
the two teams were the Pittsburgh Penguins and the San Jose Sharks, smaller teams compa red to the 
giants of the "original 6" like Chicago, Montreal or New York. 
In 2011, the NHL and NBC signed a 10 year media right deal, ensuring the broadcasting rights of the 
games until 2021 . The games are distributed between the NBC and NBCSN channels, with the latter 
being a satellite channel owned by NBC. Then, in 2013 , the NHL and Rogers communication an-
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nounced a 12 year agreement for $5.232 billion Canadian dollars. 
Some of the main sponsors of the Stanley Cup are Dunkin Donuts, Gatorade, Honda, Pepsi, Reebok, 
Ticket master. 
3.5 Major League Baseball (MLB) 
The Major League Baseball is the most important baseball league in the world, composed by 29 teams 
located in the US and first in Canada. Out of the five major sports league in North America, the MLB is 
the oldest one. The teams play a total of '162 games in the regular season, advancing then to the 
playoff and to the final, the World Series. The average salary of an MLB player in 2016 was of $4.4 mil-
lion. The average attendance of the MLB in 2017 was of 30.023 people. MLB is the sports league with 
the highest total attendance in the world, bringing to the stadium more than 70 million fans to the stadi-
um every year (the reason is also that no other sports leagues in the world have 162 games in the regu-
lar season). In the graphics below we can observe total attendance in the past 12 years (Statista 2016). 
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Graphic 58. Total attendance in the past 12 years 
Source: Statista 20'17 
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3.5.1 Main Teams in the MLB 
Graphic 59. New York Yankees 
The New York Yankees are the most valuable team in the MLB according to Forbes in 2016, with total 
value of $3.7 billion. The Yankees are probably the most famous and most historic franchise in basket-
ball, having won the World Series 27 times. Their average attendance was of 39.835 fans at their home 
games, making them the 4th team with highest average attendance in 2017. In the MLB, the Yankees 
are the team with the highest revenues this year, $526 million. The New York Yankees play in the new 
Yankee Stadium built in 2009, and can host up to 47.422 people. 
Graphi c 60. Los Angeles Dodgers Logo 
The Los Angeles based team is the second most valuable franchise in the MLB (Forbes 2017), worth 
$2. 75 billion. The Dodgers are one of the most important teams in the MLB on the west coast, with 6 
World Series trophies. In 2017 the average attendance was of 46.49 2 people at their stadium, making 
them the team with highest average attendance in the MLB for the past 5 years. The Dodgers play the 
home games in the Dodger stadium, which has capacity of 56.000 people. Their revenue this year was 
of $462 million. 
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Graphic 61. Toronto Blue Jaws Logo 
According to Forbes, the Toronto Blue Jaws are the 16th most valuable team in the MLB, worth $1.3 
billion. The Blue Jaws in 2017 averaged 39.554 fans at their home games, making them the 5th highest 
average attendance in the MLB. Their stadium is the Rogers Centre in Toronto , with a maximum capac-
■ ai9.282 -~~allll$278 
the highest ones in recent years. 
3.5.2 Main Athletes in the MLB 
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Graphic 62. Main A thletes in the MLB 
Source. Self-made 
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3.5.3 The World Series 
The World Series is the most important event for a baseball fan, since it determines the champion of the 
MLB season. Even though the MLB is not living his best moments since the beginning of the 90s, the 
last two World Series had an increase in average viewership in the US compared to the previous years, 
like the graphics down below suggests us (Statista: World Series average viewership in the US) 
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Graphic 63. World Series Averages viewership US 
Source: Statista 2017 
The World Series are broadcasted in the US by Fox, with which the MLB renewed its contract in 2012 
to 2021 for a deal worth $5.6 billion, giving them the exclusivity of this major event. In contrast, in Cana-
da the World Series is broadcasted by Sportsnet and CBC, respectively in English and French lan-
guage. 
In 20 17, Youtube became the first ever presenting sponsor of the World Series, with the aim of promot-
ing their product Youtube TV, a subscription based streaming device for 35$ a month. Financial details 
were not disclosed . 
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3.5.4 MLB's Players endorsement problem 
In 2016 the average salary in the MLB amounted to $4.4 million, second just to the NBA. The top high-
est paid athletes in the MLB, like Clayton Kershaw or David Price, have salaries of more than $30 mil-
lion, but their endorsement revenue is less than a million. Compared to other athletes in the other 
leagues who have similar salaries, the endorsement revenue of baseball stars is not even comparable 
with them. What are the reasons behind this diversity? 
One of the problems is that baseball stars, despite their huge salaries, are not "global stars", and also in 
the US they are not recognized as much as sportsman in other sports . Another reason is that the regu-
lar season has 162 games : players don't have the time for filming ads with brands, and plus the players 
can't guarantee the exposure to a possible investor. Brands want to invest in popularity especially 
among youngsters, and the average age of a MLB fan is of 57 years, and just 7% of the MLB audience 
is under the age of 18. 
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IV. Sports Media North America 
Sports has a high priority in the lives of the North American population. More than two third over the 
age of 18 claim to follow sports, both male (55%) and female (45%). Almost eight hours per week are 
spent by fans to consume sports content via different platforms (Sporting News Media et al., 2014, p. 
14). 
This behavior and keen interest in sports provides an enormous potential for the sports media indust ry 
in North America. With a revenue of $16.3 billion in 2015 , media rights are expected to increase by an 
annual rate of 5.5% to a projected revenue of $21 billion in 2020 (PwC, 2016 , p. 9). Compared to 
201 Os media rights revenue of $9.4 billion, that would lead to an increase of more than 50% in ten 
years only (Statista, 201 ?a). Nevertheless, the pace of growth is expected to stabilize over the next 
years, after becoming North Americans largest sports industry segment by 2018 (PwC, 2016, p. 9). 
_______________ .,i@MH 
Graphic 64. Growth of Media Rights in North Am erica. Source: Statista . (2017a) 
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As already mentioned, fans use different platforms to consume sports, concerning their personal priori-
ties. Watching TV is still the most popular one with 96% claiming to follow sports via this device. Addi-
tionally, online platforms are another popular option to consume sportslelated content, with almost 
70% using this method. But despite digital transformation, radio and print media are still being used by 
half of the population (Statista, 2017b). 
_________________ i,ti@MD 
Graphic 65. Usage of different plat forms to consume sports. 
Source: Statista. (20 17b) 
The following part of the report will provide an overall overview of the sports media industry in North 
America, focusing on print media, broadcasting TV, radio and online media. Since American football is 
the most popular spectator sports in the United States and hockey the most followed one in Canada 
(Statista, 201 ?ac), the focus will be on those two, as well as baseball, basketball and soccer. 
4.1 Print 
Obviously, digital transformation has not spared North America during the last decade and has 
changed and affected almost every industry. Especially the print media industry has been hit hard by 
digitization, decreasing the average time spending with magazines and newspapers by more than 10% 
every year (Statista, 2017 c, p. 11 ). 
Having a closer look, you will note, that the magazine industry seems to be quite more stable than the 
newspaper industry, being mostly constant in publishing revenue (Statista, 2017d, p. 12ff.) and ad 
spending over the last years (Statista, 2016a, p. 14ft). 
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Anyway, since half of North Americas sports fans still prefer using print media (see chapter 4), it is worth 
to have a closer look on this medium. 
4.1 .1 Main print media in sports 
The most popular magazine category in North America are celebrity magazines with a sale of 102 mil-
lion units in 2016. During the same period, only eight million sports magazines and 14 million health and 
fitness magazines have been sold (Statista, 201 ?e). 
In the United States, the most popular sports magazines are Athlon Sports, with a circulation of 8. 7 mil-
lion, Sports Illustrated with a circulation of 3 million and Hoop with a circulation of almost 3 million 
(Statista, 2017~. Canadas leading sports magazine was Sportsnet Magazine with a circulation of 
100.000 (Statista, 201 ?g), being only available via digital platforms since 2016 (Financial Post, 2016). In 
addition, most newspapers also offer huge sports sections with current sports news, like 'The Wall 
Street Journal', 'The New York Times' and 'Chicago Tribune' in the USA (Statista, 201 ?h) and 'Toronto 
Star', 'The Globe and Mail' and 'La Presse' in Canada (Statista, 201 ?i), being the top three leaders in 
each country by circulation. 
------------------ -~iMMH 
Graphic 66. Main print media in sports by circulation. 
Source: Sta tis ta. (2011!} . 
 · · THINKTWICE 67 
4.1.2 Consumer behavior 
Comparing the importance of print media between Canada and the United States , it is noticeable, that 
print media in Canada have still more relevance than in the US. Since the reach of newspapers in the 
States is 33% and for magazines 22% (Statista, 2017c, p.9), it is essentially higher in Canada with a 
reach of 41 % for newspapers and 24% for magazines (Statista, 2017ad). Nevertheless, the time of us-
age of print media is way higher in the US than in Canada. In average, US Americans spend 00:43 
hours a day reading print press, while in Canada it is only 00:27 hours a day (GlobalWeblndex, 2017a, 
p. 21). 
Concerning sports, 19% of the Canadians claim to read health, fitness or sports magazines (Statista , 
2017j). In the States , one quarter of the population do so (Statista, 2017k). Almost 75 million people in 
the US say they read the sports section in the newspaper (Statista, 2017ak). Comparing those numbers 
to the fact, that still 50% of sports fans use magazines and newspapers for consuming sports content , 
it becomes clear, that especially in the US, print media are way more important among sports fans than 
for the general population. Therefore, sports print media should not be underestimated, since it stays to 
remain an important news platform despite digital transformation. 
4.21V 
Broadcasting lV is the most valuable and important device for consuming sports in North America. In 
2015, there was a total length of 127,000 hours of sports programming available in the United States 
(St~i~a,2016b, p. ~ -
Even if the average time spending with watching lV is decreasing over the last years (Statista, 2017c, 
p. 11 ), it is still the highest in global comparison (GlobalWeblndex, 201 ?a, p. 21) and still one of the 
highest concerning only sports consumption via lV Sporting News Media et al., 2014, p. 24). 
4.2.1 Main lV broadcasters and channels in sports 
North Americas sports lV industry is divided into different sports networks, concerning different rights 
selling for different leagues and games . The most valuable ones based on subscr iption revenue are 
ESPN with a revenue of $7.5 billion, NFL Networks with a revenue of $1.16 billion and FS1 with a reve-
nue $1 billion (Statista, 20171). 
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Graphic 67. Biggest sports networks by revenue in billion US dollars. 
Source: self-made, based on Statista. (20170. 
In 2011, the NFL signed a record setting television rights deal with the three major networks, Fox, NCB 
and CBS that will result in the networks paying approximately $28 billion in fees over a ninelear period 
from 2013 to 2022 0NR Hambrecht , 2012, p. 11 ), making it the largest sports league TV contract 
worldwide (Statista, 2016b, p. 11 ). Adding the eightlear agreement with ESPN from 2014 until 2022, 
the NFL is receiving around $6 billion a year only by television rights fees 0NR Hambrecht, 2012, p. 11 ). 
Moreover, the leagues sell their rights themselves with different online offers to reach people outside 
the country, like the NFL Game Pass, that provides access to all NFL games on demand (NFL, 2017). 
Having a look at the leading TV programs in the United States in 2016 based on tot al viewers, the top 
three is full of sports events with Super Bowl 50 leading, with a viewership of 112 million, Super Bowl 
50 Post Game with 70 million viewers and Fox World Series Game 7 with 40 million viewers. It is im-
pressive, that just in the US, the Super Bowl reaches three times the people than the Oscar does 
(Statista, 2016b, p. 12). 
Those numbers also turn in highly growing advertising deals in sports. Not only regarding viewership, 
also the leading TV shows by cost of a 30lecond spot, are only sports programs. For example, a 30-
second TV spot during a NBC Sunday Night Football is more than 673 thousand US dollars (Statista, 
2016b, p. 13). The whole volume of TV commerc ials during Super Bowl in 2016 has been almost 370 
million US dollars, increasing by 38% over the last five years (Statista , 20 1 ?m). The whole advertising 
 · · THINKTWICE 69 
revenue generated by sports programming on national TV in the States has been 17.8 billion in 2016, 
compared to 10.8 billion in 2011 (Statista, 2017ah). 
But people do not only watch sports on TV, they are also highly engaged with it. Having a look at the 
most popular TV shows in the United States in 2016 ranked by social media actions, you will find 
ESPN's 'SportsCenter' in first position with a total number of one billion social media actions during the 
year, being three times more than the 'Ellen Show' got on second position (Statista, 2017n). 
4.2.2 Consumer behavior 
Three third of North Americas population are reached by broadcasting TV. Therefore, it is the most 
used media in Canada and the US (Statista, 2017c , p. 9). While the average Canadian spends 02:18 
hours a day watching TV, the number in the States is one hour longer, with an average time spending 
of 03: 19 hours per day (GlobalWeblndex, 2017a, p. 21 ). 
But not only in general, also in sports, TV is the most used media device at all. With 96% of sports fans 
using it, it is the most popular method to access sports content (see chapter 4). On average, fans 
spend more than three hours a week consuming sports via this device (Sports News Media et al., 
2014, p. 24) following more than five different types of sport (GlobalWeblndex, 2017b, p. 11). The three 
top sports watched are American football, baseball and basketball (GlobalWeblndex, 2017b, p. 8). But 
not only the game, also sports news has a high priority for many fans. 60% of them claim to catch up 
the latest news via TV (Sporting News Media et al., 2014, p. 24). However, having a closer look at the 
TV landscape and spectators ' behavior, you should not ignore the role of second screen devices, since 
nine out of ten North Americans multitask with a second screen whilst watching TV (Statista, 20170). 
Fortunately, the number for sports spectators is way lower. No more than the half (45%) have used an 
Internet connected second device at the same time as watching sports on TV (Sporting News Media et 
al., 2014, p. 16). 
Whilst watching TV, there are different types of content people access to on their second device. With 
44%, following live text commentary of other live games is the most common one. With around 20% 
each, communicating with friends about the sports event and watching highlights of other games being 
played, are another two popular activities for second screen usage. Anyway, there are still almost 40% 
of second screen users stating they have used their device for nonlp ortslel ated content (Sporting 
News Media et al., 2014, p. 27). Having a look at the exact platforms people are using on their second 
screen devices, it is not iceable, that more than 60% of sports fans are using social media networks, 
which makes them an interesting platform to interact and get in touch with the fans (Statista, 201 ?p). 
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Graphic 68. Second screen usage during consuming sports in %. 
Source: self-made, based on Sporting News Media et al. (2014). 
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American football is maintained to be the most-watched sports programming in North America with 90 
regularleason games reaching more than 25 million viewers in 2016 (The Nielsen Company, 2017, p. 
1 0). More than 135 million US adults say that they have been watching a NFL event on broadcast lV 
within the last twelve month, which are more than 54% of the US population over the age of 18, slightly 
decreasing compared to the year before (Statista, 2017q, p. 10). Baseball is the second most popular 
sports concerning lV viewership. Almost 88.5 million people have been watching a MLB event during 
the last year, which a more than 35% of the US population (Statista, 2017q, p. 18). The 2016 World 
Series reached over 113 million unique viewers across the seven games, with the average viewer 
watching 300 minutes of the series (The Nielsen Company, 2017, p. 14). Remarkable is also the 
change in age of the viewership, since the 18-34 years' audience was more than 75% higher than dur-
ing the last year's series (The Nielsen Company, 2017, p. 14). During the same period, 31.5 million US 
Americans claim to have watched a NHL event on broadcast lV . Those are more than 12.5% of the 
population , increasing in average by 1 % every year (Statista, 2017q, p. 33). Additionally, around one 
quarter of the population (63 million) say they have been watching a NBA game on lV during the last 
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year, increasing by around 3% every year (Statista, 201 ?q, p. 25). But, considering all major sports in 
North America, soccer is experiencing the biggest growth. Although, with 11.5 million people, compar-
.. ~~LS _lllllrv _Ylll_mb■--
creasing by more than 16.5% during the last five years (Statista, 201 ?q, p. 40). 
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Graphic 69. Number of TV viewers of different types of sports events in million. 
Source: self-made, based on Statista. (2017q, p . 10ff.}. 
The great interest in sports is also reflected in the willingness of using pay 1V. 34% of all sports fans in 
the US say they have been paying to watch sports on 1V within the last twelve month (Sporting News 
Media et al., 2014, p. 15). However , the willingness depends highly on the different types of sport. 74% 
are willing to pay for footb all streaming services, 49% for basketball, 32% for baseball, 17% for soccer 
and 14% for hockey (Statista, 201 ?r). 
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Graphic 70. Willingness for pay Tl/, regarding different types of sport. 
Source: self-made, bas ed on Statista. (2017r) 
4.3 Radio 
Although the use of radio has declined sharply in recent years, it is still an important medium for sports 
consuming. Sports shows and stations have recorded significant growth during the last years, making 
it the biggest growing radio format in the United States (Statista, 2017s). For this reason, it is totally 
worth taking a closer look at this medium. 
4.3.1 Main Radio Stations in Sports 
North America still has a huge market for sports radio. In total, there are 75 sports radio stations in 
Canada (Streema, 2017) and 768 different sports radio stat ions in the United States, making sports ra-
dio the fifth most popular radio format in the States after country, news, classic hits and Spanish sta-
tions (Statista, 2017c, p. 25). The leading one in 2017 has been WFAN .. M Sports Radio 66 AM from 
New York with an average number of 1.8 million listeners (Statista, 2017t ). 
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----------------- --~iM@D Agure 7 1. Main radio stations in sports by listeners. 
Source: Sta tis ta. (2017t). 
4.3.2 Consumer Behavior 
The reach of radio in North America per day is still 54%, excluding Internet radio with another 16.3% 
(Statista, 201 ?c, p. 9). 
While Canadians in spend 01 :09 hours in average with listening to the radio, it is a bit longer in the 
States, with 01 :20 hours a day (GlobalWeblndex, 201 ?a, p. 21 ). 
The average quarter hour share of sports radio in the US is 4.6%, constantly growing over the last years 
(Statista, 201 ?u) and since more than 40% of sports fans claim to follow sports on radio (see chapter 
4), it is still an important medium for the industry. 
Especially in baseball, radio is still very common . Almost 29 million people US Americans over the age 
of 18, which make 11.5% of the whole population, claim they have been listening to a MLB event on 
the radio during the last twelve month. This number has been mostly constant over the last years 
(Statista, 201 ?q, p. 16). Also, more than 23 million adults in the States have been listening to a NFL 
event on the radio, which are almost 10% of the whole population. However, the participation has been 
declining for the last years (Statista, 201 ?q, p. 8). During the same period , ten million people have been 
listening to a NBA event, being slightly more compared to the year before (Statista, 201 ?q, p. 24). Al-
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most eight million people claim that they have been listening to a NHL event on the radio. A number 
that is increasing with more than 9% during the last five years (Statista , 2017q, p. 31). Regarding soc-
cer, more than two million used radio for following a MLS event. Although those are less than 1 % of the 
US population, this number is increasing by almost 11 % during the last year and by 45% during the last 
five years (Statista, 2017q, p. 39). 
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Graphic 72. Number of radio listeners of differen t types of sports events in million. 
Source : self-mad e, based on Statista . (2017q, p. Bff.). 
4.4 Online 
Online Media have become an indispensable partner of the sports industry in recent years. There are 
multiple of different possibilities to offer sports content, both written and visual, via websites, apps or 
social media. This freedom offers clubs the opportunity to develop their own OTT platforms, inde-
pendently of the big sports media networks. Nowadays almost 70% claim to fo llow sports online (see 
chapter 4), making it t he biggest and most important method after 1V. 
4.4 .1 Main Online Media in Sports 
For a better overview of the online sports market, this section will have a look at the main sports con-
tent providers in the field of websites, apps and social media. The Top 1 O Sports Websites in the US 
by unique monthly visitors in 2017 are: Yahoo! Sports with 125 million monthly visitors, ESPN with 80 
million visitors and Bleacher Report with 40 million monthly visitors (Statista, 2017v). 
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---------------- --• 1MMD Graphic 73. Main sports websites by unique monthly visitors. 
Source: Statista . (2011v,I. 
Both in Canada, as well as in the United States, Facebook is the most popular app by unique visitors 
(comScore , 2016, p. 32). However, music apps and communication apps are the most popular ones, 
regarding time share. Sports apps only appear in eleventh position of total digital time spent with differ-
ent app categories (comScore, 2016, p. 43). In the US, health and fitness apps have a total market 
reach of 41 % and sports apps of another 18% (Statista, 201 ?ai). There are different apps, that are 
used by more than one third of the population. Step counter apps are the most popular ones in the US, 
being used by 37% of the population, followed by running and fitness apps, that are used by 33% each 
(Statista, 2017w). In addition to those general sports and fitness apps, all the clubs from the different 
sports leagues but also the leagues themselves have been publishing their own apps . For example, the 
NBA even has five different apps for both , different news and entertainment formats (NBA, 2017). 
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---------------- --~1NMU Figure 74.Main sports apps by regular usage. 
Source: Statista. (2017w). 
Facebook is not only the biggest platform concerning unique visitors. Being asked, to name the three 
apps North Americans cannot live without , most them choose Facebook with 26%. With YouTube, ln-
stagram and Twitter being also part of the top five apps people cannot live without, the relevance of so-
cial media platforms becomes clear (AudienceProject, 2017, p. 6). 
The NFL is the strongest sports league on social media, mainly owning social media networks on Sun-
days. From September to November 2016, 43% of weekly activity (related to 1V programs) on Face-
book and 33% on Twitter occurred on Sunday and can be attributed to NFL games . Super Bowl LI was 
no different, as it generated 190.8 million interactions with 175.5 million on Facebook and 15.3 million 
on Twitter (The Nielsen Company, 2017, p. 11). Also, the MLB is very strong on Social Media. Game 7 
made up a shocking 77% of all Twitter 1V interactions on that date (The Nielsen Company, 2017 , p. 
14). Having a look only at lnstagram, the NBA gets the most attention compared to all other leagues. 
27,900 NBA hashtags were used during the NBA finals in 2017, whereas during Super Bowl 2017, only 
16,700 pictures have been uploaded to lnstagram, using the NFL hashtag. Probably, that is why in 
basketball, the audience is a lot closer to the field than in footba ll (Statista, 2017af). Also, regarding 
clubs, the NBA teams are a lot more successful than their competitors from the other leagues. The best 
five sports teams on Facebook are only NBA clubs, with the Los Angeles Lakers in first place with more 
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than 21.8 million fans (Statista, 201 ?al). But also on Twitter and lnstagram the biggest team regarding 
followers is part of the NBA. The following graphic shows the biggest clubs of every league on the three 
social networks Facebook, Twitter and lnstagram. 
Instagram 
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Chicago Blackhawks 1.1 
New York Yankees 1.7 
---
Golden State Warriors 7 .6 
New England Patr iots 2. 7 
New York Yankees 3.0 
Los Ange les Lakers 7 .1 
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Figure 75.Followers of the biggest sports clubs on social media in million. 
Source: self-made, numbers from November, 2017. 
30 
Having a look at the number of followers of the biggest leagues, you will see, that all the leagues are 
leading the clubs in every single soc ial network (except the MLB on Facebook). This shows the big 
strength of the leagues of being strong and successful on their own . 
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Table B. Followers of the biggest spo rts leagues on social media in million. I Facebook I Twitter I lnstagram 
==~= NFL 16 million 24.3 million 10.2 million
NBA 34 million 27 million I 25.7 million
MLB 6.9 million 7.9 million 3.9 m illion
NHL 4.4 million 6 million 2.7 m illion
MLS 2.8 million 3.1 million 0.8 m illion
Source: self-made, numbers from November, 2017 
4.4.2 Consumer Behavior 
Internet usage extends almost whole North America, with 92% of all adults in the United States using it 
and 90% in Canada (GlobalWeblndex, 2016a, p. 5). Also, the frequency is quite high, with more than 
60% of them being only mostly constant or at least several times a day (Statista, 2017c, p. 62). There 
are different reasons for users to engage with digital content. The most important ones are entertain-
ment, finding specific information and update socially (Statista, 2016c, p. 52). In North America com-
puters are still number one for accessing the Internet. Almost 90% used the Internet from a PC or lap-
top last month, more than 60% via a mobile phone and almost 40% via tablet device (GlobalWeblndex, 
2016b, p. 7). This results in the popularity of the different devices. More than 60% of North Americas 
Internet users choose a PC or laptop as their most important device. This number is nearly 20% higher 
than in global comparison. But even if on a global scale, 55% prefer their smartphone, the number is 
way lower in North America with only 34%. The preference of tablets is almost the same with 3% in 
North America and 4% in global comparison. However, 85% own a Smartphone, 87% a PC or laptop 
and 48% a tablet in North America (GlobalWeblndex, 2017c, p. 7). 
Currently 55% of the media time in Canada is digital and 49% of the media time in the States. But, in 
Asia and the Middle East, this number is already around 10-20% higher. Canadians spend in average 
05:46 hours with digital media and 04:41 hours with trad itional media. In the US, it is a lot higher with a 
digital media time of 06:24 hours and 06:35 hours with traditional media. In this case, traditional media 
usage is still a bit more (GlobalWeblndex, 2017a, p. 20). 
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Having a closer look at the online media behavior, you can see that social networks are playing the big-
gest role in the daily lives of Canadians with a usage of almost 01 :40 per day. In the US, it is again a lot 
higher with more than two hours a day. In addition, Canadians spend 00:52 hours with online 1V and 
streaming, 00:33 hours with online radio and music and the same amount of time with reading online 
press. In the States people spend 01: 13 hours with using online 1V and streaming, 00:59 hours with 
online radio and music and 00:52 hours with online press (GlobalWeblndex, 2017a, p. 24). 
99 
51 123 
33 33 
73 
59 S2 
Online TV/Streaming Online Radio/Music Online Press Social Networks 
■USA ■ Canada 
Graphic 76.Digita! media usage by time spending in minutes per day. 
Source: self-made, based on G!oba!Weblndex (2017a, p. 24). 
Regarding sports, approximately two thirds of fans (68%) claim to follow sports.lated content online 
(see chapter 4), increasing by 12% since 2011 (Sporting News Media et al., 2014, p. 30). 60% of them 
are male, 40% female. Half of them are between 18 and 34 years old. For mobile sports fans, the age 
group is a bit higher with 62% (Sporting News Media et al., 2014, p. 30). As well as for general Internet 
use, rnost sports use their PC or laptop to access online content, representing 65% of the whole fans 
base. Smartphones are used by 34% and tablets by 22% (Sporting News Media et al., 2014, p. 30). 
Three quarter of those fans, that use their PC or laptop, do so at least once a week, almost 40% even 
once a day. 73% of the mobile users, do so at least once a week and 36 once a day (Sporting News 
Media et al., 2014, p. 33). It is noticeable, that the number of mobile devices is a bit less than in gen-
eral. 
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North America has the highest average duration of monthly sports website usage. They usually surf on 
sports websites more than 64 hours a month, which is around 18 hours more than in Europe (Statista, 
2017x). For mobile users, apps are a little more popular than websites. 44% of fans that follow sports 
on mobile devices prefer to use apps over websites, while 39% prefer websites over apps (Sporting 
News Media et al., 2014, p. 39). Moreover, 18% use apps to track their own physical act ivity, 12% 
state to read and watch sports news and another 7% use apps to watch sports games (Statista , 
2017ag). By now, consumers prefer to use apps more for practicing sports than for following sports . 
However, 70% use their sports apps daily or at least several times a week (Statista, 2017aj). 
4.4.2.1 Online Sports TV and Sport-Related Video Content 
The number of US American Internet users, who have been watching sports online within the last 
twelve month was more than 28 million in 201 7, which is 17% more than during the year before 
(Statista, 201 ?y). For the access, twelve million each used a PC or laptop (Statista, 2017z) or 
smartphone (Statista, 2017aa) and another five million used a tablet (Statista , 2017ab). 1.5 hours are 
spent watching sports via an internet enabled mobile device in an average week. 1 . 7 hours are spent 
watching online via a PC or laptop (Sporting News Media et al., 2014, p. 32). 
Among fans that watch sports online, live streaming remains the most popular content accessed with 
38% using it. Videos of highlights are watched by 31 % and videos of sports news by 27%, videos of 
player, manager or coach interviews by 16%, short clips of key game moments by 31 % and live games 
that are visualized through virtual reality by 12% (Sporting News Media et al., 2014, p. 35). However, 
different devices are used for different content formats. Although mobile devices are now being used a 
lot, PCs and laptops are still the most used devices (Sporting News Media et al., 2014, p. 36). 
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D □ □ 6J Spo rt s Co nte nt Wa tched V ia a Via a V ia a Tablet V ia a mob ile 
Onli ne Co m put er/ Smart phone dev ice 
Laptop (NET) 
Comp ute r 
Live stream ing of ga mes/ 89 22 27 39 
events 
V ideos of game/ eve nt 81 34 28 51 highl ig hts 
V ideos of sports news 83 36 32 49 
V ideos of player or ma nage r 80 37 28 56 / coach inte rv iews 
Short cl ips of key game/ 78 41 33 58 
event moments 
Mobile Device (NET): inc ludes all who fo llow via a sma rtphone and/ o r tablet com pute r 
Graphic 77. Usage of different devices for different sports-related video content in %. 
Source: Sport ing News Media et al. (2014, p. 36). 
For streaming of live games, websites and apps of broadcasters are most popular ones, ahead of team 
and league websites and apps (Sporting News Media et al., 2014, p. 38). 
The willingness to pay is lot lower than for broadcasting 1V. 9% have paid to watch sports online during 
the last year and only 10% are willing to pay for on line live content in sports (Sporting News Media et 
al., 2014, p. 34). 
4.4.2.2 Online Sports Written Sports Content 
1 .4 hours each are spent by sports fans to read online sports content either via mobile devices or PCs 
and laptops (Sporting News Media et al., 2014, p. 32). Online sports fans use in average tw o different 
websites or apps to consume written sports content. General websites and apps are the most popular 
ones with more than 40% using it, ahead of sports broadcasters and team and league sites and apps 
with 32% each. Almost the same amount uses newspaper sites or apps to consume sports content 
and 23% use dedicated sports websites or apps (Sporting News Media et al., 2014, p. 38). 
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Graphic 78. Usage of different website categories for written sport s content 
Source: Sport ing Ne ws Media et al. (2014, p . 38.). 
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As well as with watching sports online, PCs and laptops are the most used devices to access online 
written sports content. Sports news continues to be the most read format with almost 60% doing so, 
followed by statistics and information (including schedules and results) with almost 50%. 35% read live 
text commentary of games and 17% biogs and forums (Sporting News Media et al., 2014 , p. 37). 
D D □ 63 Spor ts Content Read Online Via a V ia a Via a Tablet Via a mobile 
Compu ter/ Smartphone Comp ute r device 
Laptop ( NET) 
computer 
Spor ts news in tex t forma t 82 34 24 45 
Live text co mme ntary of 76 32 18 44 games/ events 
Stat ist ics/ informat ion 84 42 24 51 (Schedules/ results) 
Biogs/ forums 83 36 25 50 
Mobile Device ( NET): includes all who follow via a smartphone and/or tablet computer 
Graphic 79. Usage of different devices tor different sports-related wntten content in % 
. Source: Sporting News Media et al. (2014, p. 37). 
4.4.2.3 Social Media 
The social network penetration in the US is 66% and the highest in global comparison. For example, 
the global average is only 37% (Statista , 2016c , p. 9). Both in Canada and in the States 93% of all In-
ternet users have at least one Social Media account and 97% have used them last month. Moreover, 
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three quarter of them have been interacting with at least one account during the same time 
(GlobalWeblndex, 2017d, p. 5). The average number of social media account s in Canada is 6.2 and in 
the States 6.8 (GlobalWeblndex, 2017d, p. 9), with Facebook, lnstagram, Snapchat and Twitter being 
the most popular ones by monthly active users (Statista, 2017ae). As already mentioned, the usage of 
social networks is the biggest part of the whole daily time spent with digital media. US Americans 
spend in average 02:04 hours per day with social networks (GlobalWeblndex , 2017e, p. 21 ), the daily 
time spent with social networks in Canada is a bit less with 1 :41 hours (GlobalWeblndex, 2017f, p. 21 ). 
Only 22% of all network accesses are via PCs or laptops. 60% are via smartphone apps and 10% via 
tablet apps. Smartphone browser accesses make 6% and accesses via tablet browser another 2% 
(Stati~a, 2016c , p. 39). 
35% of sports fans consume sports via social networking platforms (see chapter 4), using in average 
two different social networks (Sporting News Media et al., 2014, p. 43). The most popular one is Face-
book with 70% of fans, that follow sports on social media, using it. 40% use YouTube, 24% Twitter, 
16% Google+ and 10% follow sports via lnstagram (Sporting News Media et al., 2014, p. 43). 
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Graphic 80. Use of different social media networks to consume sports in %. 
Source: self-mad e, based on Sp orting News Media et al. (20 14, p . 43). 
There are different types of sports content, that sports fans access to on social media. Following teams 
and leagues is the most popular one, with 53% doing so. 36% use social networks for live streaming of 
different events, 35% use it for reading news, 33% watch short clips of key game moments and 31 % 
use it for watching videos of game highlights (Sporting News Media et al., 2014, p. 44). 
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Videos of game highlights 31 
-----------
Watch live streaming of games 36 i----~-----------
Graphic 81 . Sports content accessed on social media in %. 
Source: self-made, based on Sport ing Ne ws Media et al. (2014, p. 44). 
But since social media is not only about following, but also a lot about sharing, it is worth to have a 
closer look on the different types of content sports fans share on their social networks. One quarter us-
es social media to share sports pictures or content from teams' or leagues' pages. Around one fift h 
shares short clips of key game moments and a bit less (18%) share content from a sport star's social 
networking page. News in text format are shared by 16% of the fans (Sporting News Media et al., 
2014 , p. 45). 
News in text fonnat 16 
Content from sports stars 18 
Short clips of the game 
-------------
19 
Content from teams and leagues 24 
Pictures 25 
Graphic 82. Sports conten t shared on social media in %. 
Source: self-made, based on Sporting News Media et al. (20 14, p. 45). 
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4.5 Current Sport Media Trends and Outlook 
The sports media landscape is evolving rapidly, especially in terms of who creates content and who 
has the right to distribute it, combining media rights of traditional broadcasters along with other dis-
tribution partners who are elevating the competitive environment for rights deals (PwC, 2016, p. 9). 
As consumers shift from cable to digital media, there are different trends and topics coming up, that 
will affect leagues and teams in an intensive way. Experts estimate that it will be unlikely for clubs to 
realize the same rights fee premiums from broadcasters during next period deal cycle as during the 
current one (PwC, 2016, p. 9). That is why they must continue developing their own digital content 
platforms to strengthen the fan relationship and find new ways of monetization. 
But also, the number of non.aditional media companies pursuing rights is increasing rapidly, like 
Twitter's achievement of streaming NFL games (Bleacher Report, 2016), which leads to a launch of 
multiple new OTT (overlielaJp) platforms (Deloitte, 2017). 
The composition of media rights is likely to continue to diversify as more content is monetized 
through direct fees of league networks and digitally through in-house and equity ventures that will 
increase subscription and ad revenues. That is way consumer and advertiser engagement with 
sports media content is expected to remain strong for the next years (PwC, 2016, p. 9). But, since 
the industry becomes more and more vast, unique content will become the key to success in the 
future (Deloitte, 2017). Sports properties must focus on new digital products to reach new audienc-
es, deepen engagement and deliver more value. Especially augmented reality (AR) and virtual reality 
(VR) will help to provide personalized content and play a greater role in fans daily lives. The industry 
is already investing a lot in those technologies, installing 360legree cameras in stadiums to offer 
games in virtual distribution (Deloitte, 2017). 
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V. Recommendations 
1) From an investor perspective, we believe that the east and western coast of the United States as 
well as the east/western coast south of Canada, are the places where you might think to invest 
due to the presence of the main important leagues and sport teams. Therefore, the world 
recognition of cities like New York, Boston, Los Angeles, Seattle, Miami, San Francisco, Chica-
go, Montreal, Vancouver and Toronto is an strategic plan to get a better positioning and reach 
potential sport consumers. However, it is also important to consider the existing competitors in 
those cities. In the United States, it is not easy to enter the market of sports due to the wide 
range of sport companies from different kind of business areas like media. In contrast, in Cana-
da the presence of sports companies is more related to winter sports and the outdoor industry , 
so there is a big potential to establish other sport'31ated companies like in the US. 
2) Due to the fast growth of Internet and video games, we find a future potential for the elports 
sector. The consumer behavior for the young generation in North America changed already and 
kids are in contact with technology from a very young age. The United States hosts important 
professional elports tournaments and receives international elport gamers from different part 
of the world. Elames is the new trend for upcoming generations and there is a big potential to 
invest in new technologies to approach efficiently the consumers, t rying to provide a better ex-
perience by playing e-sports. 
3) ThinkTwice identified that investing in the Major Soccer League is the future . After the FIFA 
World Cup 1994, the MLS grew very fast comparing with the other leagues, however not clas-
sifying for the World Cup 2018 is a missing opportunity of visibility and recognition. The MLS is 
still small so there is a gap to make it stronger through Sponsorship, Social Media, Events and 
related sectors in the upcoming years. Moreover, we evaluate the opp ortun ity to invest in soc-
cer players to create a better country recognition. There is a potentia l of investment in this sport 
86 
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V. Recommendations 
because these new citizens feel identified with it from their roots and the other citizens are also 
starting to follow them. Also, more international players are coming to the US to t rain and play for a 
while, creating a good respect to the country .If you invest in a soccer player that plays for the MLS 
and also for another country, both get a better positioning and mindl,cogniti on. 
4) There are a lot of sponsoring opportunities in Northl-me rica, especially players. The most know n 
players around the world are the NBA athletes, mainly because basketball is one of the most glob-
al sports in the world, watched and played everywhere. Social media numbers and recognition of 
NBA athletes are very high, investing on one of them would give a certain brand visibility . The NFL 
is trying to reduce this gap of worldwide popularity with the NBA by bringing games to other coun-
tries, for example the UK and Mexico starting from 2021 , and this would lead to other investment 
opportunities. Thinktwice reminds to the investors to keep in mind that there are certain risks in in-
vesting on players: as an example, the current situation in the NFL with players protesting can lead 
an investor in uncomfortable situations. 
5) Since 60% of all second screen users use social media networks during watc hing sports lnostly to 
find more content about the game lhere is big opportunity in social media marketing. Advertising 
spots during sports games are the most expensive ones in North America. Therefore, investing in 
social media could be a great idea, to reach the same target group, by spending significantly less 
money. Since soccer is the most growing sports regarding media usage, this might be the right 
platform, because it has high potential but is still not that overrun by other sponsors and competi-
tors. 
 · · THINKTWICE 
VI. References 
Adidas, (2016), "Adidas annual report 2016". Available at https ://www.adidas-g roup.com /media/ 
filer public/a3/fb/a3fb7068l556-4a24leealc00951a1061 /2016 eng gb.pdf 
88 
Alford, H. (2017). Why Professionals Sports Leagues Should Launch Venture C8_Eital Arms?. Starters. 
Reviewed on November 25th at https://blog.starters.co/why-professionallportsl3agueslhould-
launchlenturelapitallrmslb3cc2885852 
Associated press (2011 ), "PepsiCo, NFL renew sponsorship deal", Espn. Available at 
Astor M., (2017), "How NFL sponsors have reacted to "Take a knee protests"" , The New York Times. 
Available at https:/ /www. nyti mes.com/201 7 /09 /2 7 /busi ness/nflloonsorslnt hemlrotests. htm I 
AudienceProject. (2017). Insights 2017. Apps & Social Media Usage in the US, UK & Nordics. Available at https :// 
www.audienceproiect.com /wp-content / uploads/audienceproiect study apps social media usage.pdf 
Badenhausen K., ( 2016), "The average player salary and highest paid in Nba, Mlb, Nhl, Nfl and Mis", 
Forbes. Available at https:/ /www.forbes.com /sites/ kurtbadenhause n/2016 / 12/ 15/averagel1 ayer-
salariesliloaiorl,mericanloorts.agues /# 73f 1 5f651 050 
Badenhausen K., (2011), "The NFL signs tv deals worth 27 billion",Forbes. Available at 
Badenhausen K., (2016), "The nhl's highest paid players 2016-2017", Forbes. Available at https: // 
www.forbes.com /sites/ kurtbadenhausen /2 016/ 11 /30/the-nh1slighestlaid-players1016l 7 / 
#268384f65f72 
Badenhausen K., (2017), "Major league baseball's highest paid players of 2017", Forbes. Available at 
https ://www.forbes.com / sites/ kurtbadenhausen / 2017 / 04/ 11 /claytonlershaw-and.llowlit chers-
head-baseballsliahestlaidllayers.1017 /# 4d1fd192d6bd 
Badenhausen K., (2017), "The knicks and Lakers Top th r Nba's most valuable team" Forbes. Availa-
ble at https://www.forbes.com/sites/kurtbadenhausen/2017/02/ 15/thelnickslnd.kersleadlie-
nbasl10stla1uabl6ams-2017 /#37bf cbc77966 
Badenhausen K.,(2017), "The dallas cowboys head the nfl's most valuable teams at 4.8 bil-
lion", Forbes. Available at httos :/ /www. f orb es. com/sites/ku rtbaden hausen/201 7 /09/ 1 8/the- dal las-
cowboysleadlieltlsl:iostlal uable.am.tllli 11i on/#207bc82d243f 
Bergson Z., (2015), "Why baseball players can't land big endorsements" , National center for business 
journalism. Available at https://businessjournalism.org/2015/03/s portslndl:ion ev:lihYlas eball-
playerslan&nd-biglndorsements / 
Bleacher Report. (20 16). NFL Thursday Night Football Will Be Streamed Live on Twitter in 2016. Reviewed on November 
28th , 201 7 at http ://bleacherreport.com/art icles/2 630380-nfl-thu rsday-night-football-will-be-st reamed-live-on-twitter -in-
2016 
 · · THINKTWICE 
VI. References 
ii lion reate 
Canada Guide. (2017). Canadian Sports. Reviewed on November 10th at http:// 
www.thecanadaquide.com/culture/sports/ 
Canadian Affair Website. (2017). Top Sporting Events 2017 . Reviewed on November 10t h at https :// 
www.canadianaffair.com/blog/toplportinalvents.lanada-2017 / 
Canadian Infrastructure. (2016). Canadian Infrastructure Report Card Informing the Future 2016. 
Available at http://www.canadainfrastructure.ca/downloads / 
Canadian Infrastructure Report 2016.pdf#page=36 
89 
Canadian Sports Tourism Alliance. (2017). Sport Tourism surges past $6.5 billion annuall . Reviewed 
on November 10th at htt ://canadians orttourism.com / news/s ort urism ur es ast 5 illion-
annually. html 
Carlisle J., (2016), "Mis sets average attendance record in 2016 as seatt le sounders lead all clubs", 
Es n. Available at htt ://www.es n.co.uk/football/ma ·o a u occer/ stor /2980505 /mls ets-
avera e ttendance cord 016-as eattle ounders ad II lubs 
Carmicheal C., (2017)."Average cfl player sala~ow much do cfl players make?",gazzettereview. 
Available at http://gazettereview.com /2017 /05/averaaeltlllayerlalarvlow-muchlolflllaye rs-
make/ 
CFL. (2014), "New fivelear cba ratified by CFL and CFLPA". Available at https: // 
www.cfl.ca/2014/06/13/ newlvelear-cba,l:ttified-b.fllndlflpa/ 
CFL. (2017). "Grey cup draws 10% increase in viewership on TSN, RDS". Available at https: // 
www .cfl.ca/2017 / 11 /27 /105th-grey-cup-presented-shaw-earns-10-increase-viewership-tsn-rds / 
CFL. (2017). CFL attendance. Available at https: // stats.cfldb.ca / league/cfl/attendance/2017 / 
Chipman, I. (2015). Five Trends Shaping the Future of Sports. The Stanford School of Business. Re-
viewed on November 25th at https://www.gsb.stanford.edu/insights/fiv.endsl hapingl,Jturelports 
Clark, W. (2017). Statistics Canada: Kids S orts. Government of Canada. Reviewed on November 5t h 
at htt s://www.statcan. c.ca/ ub/ 11 0 2008001 /article/ 10573 n .htm 
Collington,H., Sultan, N. & Santander, C. (2011). The Sports Market: Major Trends and Challenges in 
an industry full of passion. AtKearney. Available at https: // www. atkearney.com/ 
documents/ 10192/6f46b880l3d1-4909l960lc605bb1ff34 
 · · THINKTWICE 
VI. References 
comScore. (2016). The 2016 U.S. Mobile App Report. Available at https ://www.comscore.co m/ lnsights/Presentations-
and-Whitepapers/2016/The-2016-US-Mobile-App-Report 
Condor B., (2011), "Nhl, NBC sign record setting 10 year tv deal", Nhl. Available at 
90 
Corporate target (2017), "Target's the presenting sponsor of this years Mis all star game". Available at 
https://corporate. target.com/article/201 7 / 01 /mlslllltarlamelponsorship 
Delessio, J. (2016). A Brief History of Team Relocations. Sports on Earth. Reviewed on November 
10th at http://www.sportsonearth.com/article/161900652/ l.ms.location-maiorloortsluidelt 1-
mlb 
Deloitte Development. (2016). Deloitte's sports industryltarting lineup: Trends expected to disrupt 
and dominate 2017. Available at https:/ /www2.deloitte.com / us/en/ pages/c ons umerlusiness / 
articles/sports-business-trends-disruption . html 
Deloitte Development. (2016). How data can help drive sports sponsorship and fan engagement. 
Available at https :/ /www2. deloitte. com/ us/en/pages/consumer-business /articles/ fanlngageme nt-
analyticsl:nprove.lm-experiences. html 
Deloitte. (2017). Deloitte's sports industry starting lineup. Trends expected to disrupt and dominate 2017. Reviewed on 
November 28th , 2017 at https:/ /www2.deloitte.com / us/en/ pages/consumer-business /articles/sports- business-trends-
disruption .html 
Desjardins, J. (2017). A decade later: What $1 K Invested in These Stocks is Worth Today . Reviewed 
on November 26th at http://www.visualcapitalist.com/ 1000-worthl,vestedlmericaslompa nies/ 
Dickson, B. (2016). How Virtual Reality is transforming the Sports Industry?. TechCru nch. Reviewed 
on November 26th at https://techcrunch.com/2016/09/ 15/howlirtua l.alit\&aansformi ngll:ie-
sportsl,dustry/ 
Espn (2017), "Nba attendance report 2017". Available at http ://www.espn.com / nba/attend ance/ / 
year/ 2017 
Espn (2017), "NHL attendance report ". Available athttp ://www.espn.com /nhl/attendance / /year/2017 
Espn, (2017), "Mlb attendance report 2017". Available at http: //www .espn.com /mlb/attend ance 
Espn . (2016), "Nfl attendance 2016" . Available at http ://www .espn .com/ nfl/attendance/ _!year/ 2016 
ESPN. (2017). Website ESPN. Reviewed on November 10th at http ://www.espn.com /nba/teams 
Eysenbach, Gunther . (2016). The Narrative Impact of Active Video Games on Physical Activity Among 
Children: A Feasibility Study. Reviewed on November 26th at https ://www.ncbi.nlm .nih.gov/ pmc/ 
artic les/PMC508602 4/ 
 · · THINKTWICE 
VI. References 
Fgl sports, (2017), "Partnerships professional sport". Available at http: // www.fqlsports.com / 
ourPartnerships. html 
Fifa ( 2017), "Fifa world cup all time statistics". Available at http:/ /www.fifa.com /fif&urname nts/ 
statisticslnd.cords /worldcup/index. html 
91 
Financial Post. (2016). Rogers makes major retreat from print media , taking four titles online, shopping others. Reviewed 
on November 28th , 2017 at http ://business.financialpost.com / news/ roqers-communic ations-t o-stop-printinq-f our-
maqazines-as-of-ianuary 
Forbes (2017), "2017 NFL valuationsl\Jew England patriots". Available at https: // www.forbes.com / 
teams/newlnalandlatriots / 
Forbes (2017), "Forbes profile Cam Newton". Available at https:/ /www.forbes.com /profile/ cam-
newton/ 
Forbes (2017), "Forbes profile Drew Brees".Available at https://www.forbes.com/profile/drewlrees / 
Forbes (2017), "Forbes profile Toronto Raptors". Available at https: // www.forbes.com /teams/ toronto-
raptors/ 
Forbes (2017), "Mlb valuation 2017" . Available at https: // www .forbes.com / pictu res/m lm45qf llm/ 1-
newlorf<lankees /#1d152aa33139 
Forbes, (2017), "Newport sports management ". Available at https ://www.forbes. com/compa nies/ 
newportloortsl:ianagement/ 
Forbes, (2017)," Excel sports management". Available at https:// www.forbe s.com/companies /excel-
sportsl:,anagement/ 
Forbes. (2017), "2017 NFL valuationslJallas cowboys". Available at https: // www.forb es.com/teams/ 
dallaslowboys/ 
Forbes. (2017), "Sports Money: 2017 nfl valuation" available at https ://www.forb es.com/nfl-
valuations/ list/ #tab:overall 
Gaines C., (2017), "The 26 highest paid players in baseball", Business Insider. Available at http :// 
www.businessinsider.com/mlb-highestlaid-playersl01 7l /#t31!stinl erlander:lsol:,i 1ionllll 
Global Executive Solutions Group. (2016). Employment on the rise in the sports industry . Reviewed 
on November 5th at https ://www.globalesg.com/employmentlnllielselJIIJ.p ortsllJdustry/ 
GlobalWeblndex. (2016a). Understanding the Global Online Population. Profiling the demographics and behaviors of inter-
net users on a co untry-by-co untry basis. Available at https:// pro.globa lweb index.neVreports/56 
Globa lWeb lndex. (2016b). Device Preferences . Examining Device Ownership, Usage, Satisfaction and Perceived Im-
portance . Available at https:// pro .globa lweb index.neVrepo rts/ 11355 
 · · THINKTWICE 
VI. References 
GlobalWeblndex. (2017a). Digital vs. Traditional Media Consumption. Analyzing time devoted to online and tradit ional 
forms of media at a global level, as well as by age and across countries. Available at https:/ / pro.globalwebindex.net / 
reports/17 448 
92 
GlobalWeblndex. (2017b). Sports . Examining how digital consumers engage with sports and the opportuni t ies for sports 
brands and marketers. Available at https://pro.globalwebindex.net/reports / 73 
GlobalWeblndex. (2017c). North America GWI Region Report 02 2017. Available at https://pro.g lobalwebindex. net/ 
reports/17892 
GlobalWeblndex. (2017d). Social Media Engagement. Examining how internet users interact and engage with social me-
dia. Available at https://pro.globalwebindex.net/reports / 17988 
GlobalWeblndex. (2017e). USA GWI Market Report 02 2017. Available at https:// pro.qlobalwebinde x.net/ repo rts/ 18072 
GlobalWeblndex. (2017f). Canada GWI Market Report 02 2017. Available at https: // pro.globalwebindex.net / 
reports/18100 
Glover Z., (2017), "Here are the 14 Nba teams that now have jersey sponsorship deals", Forbes. 
Available at https://www.forbes.com/sites/zacqlover/2017 /09/12 /her.rel:Je-1.qlbal:zamsl:Jat-
now-hav.rsevlponsorshipleals/#589282eb123a 
Gould S., (2017), "See how super bowl ad cost skyrocketed over the years", Business Insider. Availa-
ble at http://www.businessinsider.com/super:lowl-ad-price.lostlo17-2 
Government of Canada. (2017). Sport in Canada. Reviewed on November 5th at http :// 
canada.pch.qc.ca/enq/1414151906468 
Grauso A., (2016), "Ratings for the Stanley cup final were the 3rd lowest since 2006, but there is 
hope", Forbes. Available at https://www.forbes.com/sites/alishaarauso/2016/06/ 15/ itslfficia1'3,tings 
l?r1Jeltanlevluplnal-werel:Je-3rd-lowestlinceloo6-butlter.-hope / #3d02727d663d 
Harper, K. (2016). The infrastructure of Sports: Should cities pay for facilities? Infrastructure USA Org . 
Reviewed on November 25th at http://www.infrastructureusa.org/thei]frastructurelflportslhould-
cities-pay-for-facilities/ 
Hartford T., (2016), "Sgb 2016 reatil top 100", Sgb. Available at https://sqbonline.com/sabl016-
retaill;?p-100-list/ 
Health System Group. (2017). Support for Recreation Infrastructure in Canada. Reviewed on Novem-
ber 25th at http://healthsystemsqroup.com/recreationl,frastructu re.lanada/ 
Heitner, D. (2015). Sports Industry to reach $73.5 Billion by 20019 . Forbes. Reviewed on November 
5th at https://www .forbes.com/sites/darrenheitner/2015/10 / 19/sports-industry-to-reach-73-5-billion-
bYI019/#20e8d5ad1 b4b 
Hotsuma, N. (2016). EVO Grand Finals: Street Fighter Tournament. Reviewed on November 26th at 
https://www.flickr.com/photos/63122283@N06/28397331225 / in/photo1istagnKe4a9nfWFliUNdr 
 · · THINKTWICE 
VI. References 
Howard, H. (1998). The Expiation of the Business of Sports in the United States. Reviewed on No-
vember 5th 2017 at http://www.unc.edu / -andrewsr/ints092 / howard. html 
93 
Howe, S. (2017).The 21 best sports apps 2017. Pitchero Sports Blog. Reviewed on November 26th at 
https:/ /blog. pitchero. com/the-bestloortslooslo 171s 
Howmuch.(2017). Which Professional Sport Leagues Make the Most Money ? Reviewed on Novem-
ber 10th at https://howmuch.net/articles /sports.agues-bvlwenue 
Humphreys, B. (2008). The size and scope of the Sports Industry in the United States. Reviewed on 
November 5th at https: / /web.holycross.edu /RePEc/spe/HumphreysRuseski Sportslndust ry.pdf 
Institute for Canadian Citizenship. (2014). Playing Together: Canada 's first national study on new cit i-
zens, sports and belonging. Available at https:/ www.iccl;c.ca/en /insights/docs/sports/ 
Playing T ogether%20Full%20Report. pdf 
ISPO. (2016). Lululemon Introduces Plan for the Future Up to 2020 . Reviewed on November 5th 2017 
at https:/ /www.ispo.com / en/companies / id 77480220/lululemonlJtroduces-planl?rl:iel,tureloi) 
1020.html 
Lombardo J., (2017), "Nba Finals sponsors sticking with success", Sport business daily. Available at 
http:// www. sportsbusinessdaily. com/ Journal/ lssues/201 7 /05/29/Marketinglndlpons orship/ N BA-
Finals.aspx 
Market watch , (2017), "Dick's sporting good Inc .". Available at https ://www.m arketwatc h.com/ 
investing/stock/dks /financials 
Market watch, (2017), "The sports with the oldest and youn 
bleat htt s:// www .marketwatch.com /sto /th orts ith 
2017-06-30 
Mintel Academic . (2017). Sports Participation Canada. Reviewed on November 111h at http:// 
academic.mi ntel. com/ display/719925 / 
Mis (2017), "2017 Mis allltar". Available at: 
Moddejonge G., (2016), "Record revenues allowed Edmonton Eskimos to invest in stadium projects" , 
Edmonton journal. Available at http://edmontonjournal.com /sports / football/cfl/ edmontonlskimos / 
record-revenue s-allowed-edmonton-eskim os-to-invest -in-stadium-proiects 
Murray C., (2017), "The 50 highest paid Mis players for 2017",Fox sports. Available at: 
Nba (2014), "Nba extends partnership with Turner broadcasting, Disney" . Available at http:// 
www.nba.com/2014/news/ 10/06/nba-medi.e al-disnevl,.irnerlp orts/NBA. (2017). NBA Website. 
Reviewed..r mber 26th at https: //watch.nb a.com/ page/vr 
 · · THINKTWICE 
VI. References 
NBA (2017). NBA Website. Reviewed on November 26th at https: // watch.nba.com /paqe/vr 
Nfl (2017), "Half time show". Available at https:/ /www.nfl.com/suoerlowl /halftim. how 
NFL. (2017). Game Pass. Available at httos:/ /www.nflqameoass.com /en/ learnmo re 
Nielsen, (2017), "Super Bowl LI draws 111.3 million tv viewers, 190.8 million social interactions". 
Available at htt ://www.nielsen.com/us/en / insi hts/ news/2017/su e owl 11 illion 
Ourand J. & Botta C., (2014). "Mls's big play", sports business daily. Available at http:// 
www.sportsbusinessdaily.com / Journal/ lssues/2014/05/ 12/ Media/M LS-TV. aspx 
Ozanian M., (2017), "The NHL's most valuable team", Forbes. Available at: 
Plunkett Research. (2017). Sports Industry, Teams, Leagues & Recreation Market Research. Re-
viewed on November 5th at https: //www.plunkettresearch .com/industries/sport6creation.isure-
market.search/ 
Pototska, I. (2017). Why the Sports Indus!. is going mobile?.Yalantis. Reviewed on November 5th 
2017 at htt s:// alantis.com/ blo /wh orts dust obile/ 
PricewaterhouseCoopers . (2015). At the gate and beyond· Outlook for the sports market in North 
America through 2018. Available at http:/ /www.pwc .com/us/ en/ industry/entertainment-media/ 
publications/assets/owGloorts-outlooklorthlmeric.014.pdf 
PwC. (2016). At the gate and beyond. Outlook for the sports market in North America through 2020. Available at 
httos :/ /w ww .owe.co m/ us/en/ industries/ entertainment -media/pub I icat ions/ sports-a ut look-no rth-america. htm I 
Ranker. (2017). Most popular American Sports . Digital Media Company . Reviewed on November 
10th at https://www.ranker.com/crowdrankedlst1most-popularl,mericanloorts 
Renzulli, M. (2017). The Best of the Best Sporti[l) Events in the USA TripSawy. Reviewed on No-
vember 11th at https://www.tripsawy.com/besWporting-nitedltates-3 300914 
Rosen D., (2013), "NHL, Rogers announce landmark 12 year deal", nhl. Available at 
Settimi C., (2012), "Baseball scores $12 billion in television deals", Forbes. Available at https:// 
www .forbes.com/s ites/christinasettimi/2012/ 10/02/ baseball-scores-12-billion-in-tele vision-deals/ 
#6197898c71d3 
Slate. (2017). The United States Sports lists. Reviewed on November 10th at http ://www.sl ate.com/ 
articles/sports/s late labs/2013/ 10/ 
94 
 · · THINKTWICE 
VI. References 
Statista. (2017ae). Most popular mobile social networking a s by monthly users. Available at 
htt s://www.statista.com/statistics /248074/most- o ula s ocial-networkin s nked 
audience/ 
Statista. (2017af). Which League gets the most attention on lnsta ram. Available at https: // 
www.statista.com/chart/11329/numbe ashta ferrin ort a ues/ 
Statista. (2017ag). Most popular mobile app activities according to smartphone users in the United 
States. Available at https :/ /www.statista.com /statistics/ 18377 6/mobil.pp-activitiesls a! 
95 
Statista. (2017ah). Advertising revenue generated by sports programming on national TV in the Unit-
ed States in 2011 and 2016. Available at https://www.statista.com /statistics/578353 /sportsld-
revenu .. sa/ 
Statista. (2017aj). How often do you currently make use of sports and fitness apps?. Available at 
https://www.statista.com/statistics /639567 /sportslndltnessloo-usag.eq uenc:Ails / 
Statista. (2017ak). Number of readers of the sports newspaper section in the United States. Availa-
ble at https://www.statista.com/statistics/761512/readerslfl:i.portslewspaoerlection / 
Statista. (2017al). U.S. sports teams with the most Facebook Fans in 2017 . Available at https :// 
www.statista.com/statistics/277353/uslports.amslvithl:,.ostll,cebooklms / 
Statista. (2017b). Which of these methods do ou use to consume sports?. Available at https :// 
www.statista.com /statistics/288882/methods orts ='-'-'='-'-= orts/ 
Statista. (2017c). Media use in the U.S. Available at https:/ /www.statista.com /study/ 10950/ media-
us.l:Je-unitedltatesltatist.ossier/ 
Statista. (2017e). Newsstand magazine unit sales in North America. Available at https: // 
www.statista.com/statistics / 482590/magazin.nitlaleslategorYlorth-america/ 
Statista. (2017f). Most popular sports ma azines in the United States. Available at https: // 
www .statista .com/statistics/682011 /most o ula orts a azines-circulation/ 
Statista. (2017g). Leadin magazines in Canada. Available at https ://www.statista.com / 
statistics/295075/leadin a azines-b i ital lica-circulation anada/ 
Statista. (2017h). Leading daily newspaper in the United States. Available at https:// 
www.statista.com/statistics/ 184682/uslailYlewspaper.Ylirculation / 
Statista. (2017i). Weekly circulation of selected leading daily newspapers in Canada. Available at 
https :/ /www .statista .com/statistics/308 28 7 / lea di nalewspaperslanada / 
 · · THINKTWICE 
VI. References 
Statista. (2017j). Canada: Which types of publication do you read?. Available at https:/ / 
www.statista.com/statistics/563386/canadalmes-o.ublications.ad / 
Statista. (2017k). United States: Which types of publication do you read?. Available at https :// 
www.statista.com/statistics/5634 11 /us-types-of-publications-read / 
96 
Statista. (20171). Most valuable sports networks based on subscription revenue in the United States. 
Available at https :/ /www.statista.com/statistics/61 0385/mosealuableloorts-networksls / 
Statista. (2017n). Most popular 1V shows in the United States in 2016, ranked by number of social 
media actions. Available at https:/ /www.statista .com/statistics/238155 / most-popula r-us-shows-a nd 
ocial edi omments/ 
Statista. (20170). 9 in 10 Americans Multitask While Watching 1V. Available at https :// 
www.statista.com/chart/3485/tvl:iultitasking/ 
Statista. (2017p). Types of content accessed on second screen devices whilst watching sports on 
1V in United States. Available at https:/www.statista.com/statistics/316658/contentlecondlcreen 
loortsUisa! 
Statista. (201 ?q). Major U.S. sports leagues: media consumption. Available at https :// 
www.statista.com/study/12535/major-usloorts.aguesliedi.onsumptionlcarboroughltatista 
lossier / 
Statista. (201 ?r). Which of the following sports would you pay to watch as part of a streaming ser-
vice?. Available at https://www.statista.com /statistics!? 54656/streaminqlervicelports / 
Statista. (2017s). Change in the average number of radio listeners in the United States. Available at 
https: // www.statista.com /statistics /378707 / chanqe-radio-averaqe-number-listeners-by-format-usa/ 
Statista. (2017t). Most popular sports radio stations in the United States. Available at https :// 
www .statista.com /statistics / 714401 /mostlopu latiports.d ioltationsl.steners / 
Statista. (2017u). Average quarter hour share for s arts radio in the United States. Available at 
htt s:/ /www.statista.com /statistics /618798/share udienc stenin arts dio/ 
Statista. (2017v). Top 10 sports websites by unique monthly visitors in the United States. Available 
at https :/ / de.statista.com /statistik/daten /studie/7 1582/ umfrage/ meistbesuchte-sport-websites-in-
denl sa! 
Statista. (2017w). Which of the following sports and fitness apps do you use on a regular basis?. 
Available at https:/www.statista.com/statistics/639547/sport.ndltnesslPPlsagelJls / 
  
· · THINKTWICE 
VI. References 
Statista. (2017y). Number of internet users who watches live sports online within the last month in 
the United States . Available at https://www.statista.com /statistics/ 368865 / internet-users-w ho-
watchedlve1Portsln1inelvithinlli.stlionthlsa! 
Statista. (2017z). Number of internet users who watches live sports online on a computer within the 
last month in the United States. Available at https ://www.statista.com / statistics/479836 / internet-
userslvho-watchedlvel portslnl ine-onlom puterlf ithi nllie-lastlionthlsa / 
Stejskal (2016), "Mis cup 2016 sets record for most watched title game in history", Mis. Available at: 
97 
Stevens M., (2017), "Von Miller of the broncos took a knee, then a sponsor drew scrutiny", The New 
York times. Available at https:// www.nytimes.com / 2017 /09/28/sports/football/vonliiller-
endorsement. html 
Streema. (2017). Sports - Radio Stations Canada. Reviewed on November 28t h, 2017 at http :// 
streema .com/radios/searchl?q=sports&country=Canada&qenres=Sports 
Tassi, P. (2013). The US now recognizes El,ports Players as Professional. Forbes. Reviewed on 
November 5th at https ://www.forbes .com/sites / insertcoin/2013/07 / 14/thelaowl:z cognizes-
esports-players-as-professional-athletes /#41 a89bc93ac9 
The Nielsen Company. (2017). Year in Sports Media Report 2016. Available at http :// 
www.nielsen.com /us/en/ insights/ reports/201 7 /thelearl:Jlport.-iedi6portl016. html 
The Richest. (2015). Ranking the Most Popular Sports in America . Reviewed on November 10t h at 
https :/ /www.therichest.com / sports / ran ki nallie -1 sliosSo pu larl portslilm erica/ 
Twitter Counter. (2017). Top 100 Followers in Sports Team. Reviewed at Novembe r 28th, 2017 at 
https: / /twittercounter.com / pages/ 100/spo rts-team 
Under Armour, (2016), "Financial history 2016". Available at http :// investor.unde rarmour.c om/ 
income.cfm 
United states Olympic committee, (2015), "Dick's sporting goods and the US Olympic committee 
announce partnership", Team Usa. Available at https: // www.t eamusa.org /News/2015/February/ 10/ 
DICKSlportinq~oodsl.nd-Th.S-Olympi cl;ommitte.nnounc.artnership 
WR Hambrecht. (2012). The U.S. Professional Sports Market & Franchise Value Report. Available at 
https:/ /www.wrh ambrecht.com/wp- content/uploads / 2013/09/SportsMarketRep ort 2012.pdf
 · · THINKTWICE 
VI. References 
NBA (2017). NBA Website. Reviewed on November 26th at https: // watch.nba.com /paqe/vr 
Nfl (2017), "Half time show". Available at https:/ /www.nfl.com/suoerlowl /halftim. how 
NFL. (2017). Game Pass. Available at httos:/ /www.nflqameoass.com /en/ learnmo re 
Nielsen, (2017), "Super Bowl LI draws 111.3 million tv viewers, 190.8 million social interactions". 
Available at htt ://www.nielsen.com/us/en / insi hts/ news/2017/su e owl 11 illion 
Ourand J. & Botta C., (2014). "Mls's big play", sports business daily. Available at http:// 
www.sportsbusinessdaily.com / Journal/ lssues/2014/05/ 12/ Media/M LS-TV. aspx 
Ozanian M., (2017), "The NHL's most valuable team", Forbes. Available at: 
Plunkett Research. (2017). Sports Industry, Teams, Leagues & Recreation Market Research. Re-
viewed on November 5th at https: //www.plunkettresearch .com/industries/sport6creation.isure-
market.search/ 
Pototska, I. (2017). Why the Sports Indus!. is going mobile?.Yalantis. Reviewed on November 5th 
2017 at htt s:// alantis.com/ blo /wh orts dust obile/ 
PricewaterhouseCoopers . (2015). At the gate and beyond· Outlook for the sports market in North 
America through 2018. Available at http:/ /www.pwc .com/us/ en/ industry/entertainment-media/ 
publications/assets/owGloorts-outlooklorthlmeric.014.pdf 
PwC. (2016). At the gate and beyond. Outlook for the sports market in North America through 2020. Available at 
httos :/ /w ww .owe.co m/ us/en/ industries/ entertainment -media/pub I icat ions/ sports-a ut look-no rth-america. htm I 
Ranker. (2017). Most popular American Sports . Digital Media Company . Reviewed on November 
10th at https://www.ranker.com/crowdrankedlst1most-popularl,mericanloorts 
Renzulli, M. (2017). The Best of the Best Sporti[l) Events in the USA TripSawy. Reviewed on No-
vember 11th at https://www.tripsawy.com/besWporting-nitedltates-3300914 
Rosen D., (2013), "NHL, Rogers announce landmark 12 year deal", nhl. Available at 
Settimi C., (2012), "Baseball scores $12 billion in television deals", Forbes. Available at https:// 
www .forbes.com/s ites/christinasettimi/2012/ 10/02/ baseball-scores-12-billion-in-tele vision-deals/ 
#6197898c71d3 
Slate. (2017). The United States Sports lists. Reviewed on November 10th at http ://www.sl ate.com/ 
articles/sports/s late labs/2013/ 10/ 
98 
